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Only Mother Nature can create such prize jewels as the brilliant dia‘ 
mond. Only D&O...with its combined talent and skill, its vast ex- 


perience and facilities...can produce the prize Cosmo Flavors. 


SEND FOR SPECIAL LIST OF THE MORE THAN 160 COSMO FLAVORS 





~ DODGE & OLCOTT, Inc. 


180 VARICK STREET, NEW YORK 14, W. ¥. 
Plant nd Laboratories, Bayoane, NJ. 
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FoR ALL SHIPPERS — the Union 
Pacific Railroad provides . . . 


A Strategic Middle Route that unites 
that East with the Mid-West, 


mountain and all Pacific Coast states. 


Inter- 


Modern operating facilities, equip- 
ment and motive power include the 
“Big Boys,” super-powered 
locomotives designed to meet industry’s 


famous 


heaviest demands. 


Union Pacific also has long been re- 
nowned for its well-ballasted steel 
highway, specially constructed for 


UNION 
PACIFIC 


smooth, safe operation of freight 
traffic at high speed. 


General agency offices are located in 
metropolitan cities, coast to coast, with 
a staff of experienced traffic men train- 
ed to assist you and other shippers in 
effectively meeting your transportation 
problems. 


For dependable, on-the-job freight 


service— 


*% Union Pacific will, upon 
request, furnish infor- 
mation about available 
industrial and mercan- 
tile sites in the territory 
it serves. Address Unien 
Pacific Railroad, Omaha, 
Nebraska. 
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‘= grape-laden arbors of America’s 
finest vineyards can produce no finer flavors 
than the laboratory-created grape specialties 
l'ssed below. All have long since proved 
their excellence for confectionery use in the 
candy assortments of leading manufacturers 
from coast to coast. All have been thus 
tacitly endorsed by many of the country’s 
most astute judges of fine flavor. Let their 
endorsement serve as a reminder that until 
you try F. B. Grape Specialties you may be 
overlooking a profitable addition to your 
confectionery line. Why not write us toda) 
for samples and suggestions ? 





For Creams and Fondants: 
FRITZBRO FRUITBASE GRAPE IMITATION 
FRiTZBRO FRUITBASE CONCORD GRAPE IMITATION 
FRITZBRO AROME GRAPE IMITATION 


For Hard Candies and Jellies: 


FRITZBRO HARD CANDY FLAVOR IMITATION GRAPE 
EKOMO GRAPE IMITATION No. 1 
EKOMO GRAPE IMITATION No. 2 
FRITZBRO SUPERAROME IMITATION GRAPE 











OIL SOLUBLE GRAPE IMITATION No. 12005 
cceee and OTHERS 


FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW YORK II, N.Y. 


BRANCH STOCKS 
BOSTON CHICAGO LOS ANGELES 
fFacTtToRiIEsS at cLirTroN, 





ST. LOUIS TORONTO, CANADA MEXICO, D. F 
ano SELLE ANS var) FRANCE 
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SAVE WITH "SAVAGE" 


Machinery and Equipment made by SAVAGE has set a 90-year record for low-cost operation and mainte- 





nance. Close cooperation with confectionery manufacturers enables SAVAGE to anticipate your own needs. 





TILTING MIXER. Adaptable for caramel, nougat and coco- OVAL TYPE MARSHMALLOW BEATER. 100% sanitary. 


nut batches. Double action agitator. Belt drive or motor More beating space for volume. Faster heat discharge. Quick 
drive. Sizes 25, 35 and 50 gallon. cooling. 150 and 200 pound sizes. Belt or motor drive. 


————— 
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SAVAGE Scientific Heating-Cooling Slab. Even heating or cooling at all times. No hot spots. Will cool 20% 
faster. Withstands 125 lb. working pressure. Legs adjustable. Completely fool-prooj. Perfect for Bottomer 
Cooling Tables. 


a 


Since 1855 





SAVAGE has given almost a century of service to manufacturing confection- 
ers. This long record of high-quality machinery production plus efficient repair 
service has made the name SAVAGE synonymous with candy machine quality. 


Savage Machines Will Help Speed Your Production. 


SAVAGE BROS. CO. 


2638 GLADYS AVE., CHICAGO, ILLINOIS 


THE MANUFACTURING CONFECTIONER 











ABOUT SUGAR 
SHORTAGES 


When 





Plus-value Veg-A-Loid definitely 


cuts costs in the manufacture of: F I L L S T H E B i L L 


Shortage days won’t be worry-days if 


you use Veg-A-Loid. For Veg-A-Loid: 
CAST JELLIES (1) Makes sugar go further by replace- 
SLAB JELLIES ment of sugar solids with corn solids; 


d (2) Can be employed to manufacture 


CARAMELS 100% corn syrup gums. 
You can count on Veg-A-Loid not only 
CHOCOLATE-DIPPED JELLIES to keep up — regular volume of pro- 
duction, but also to increase it, since 
PAN WORK Veg-A-Loid imparts delicious taste; keeps 
candies fresh; give them the eye-appeal 


HAND-ROLLED CREAMS that stimulates sales. 





CAST CREAMS Our service department will show you how. 


Write for full details, sample, and Recipe M. 


MANUFACTURING SPECIALISTS TO THE FOOD INDUSTRY 


245 Seventh A rentute, « hbece Ge ch, y) a 
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@ Candy manufacturers have used various forms of milk in candies for many 
years. Nonfat dry milk solids can be used advantageously in every type of goods 
where other forms of milk are used and, in addition, it can be used in varieties 


where less concentrated forms of milk are not practical 


® The low moisture content of nonfat dry milk solids saves time and fuel in cook- 
ing candy. Being practically free from moisture and fat, formulation is made very 


simple. 


@ The delicate, natural flavor of good nonfat dry milk solids enhances the flavor 


of candy and flavors are further improved by reduced cooking time involved. 


@ Added to these and other advantages, nonfat dry milk solids increases the food 
value. If you are stressing the fact that candy is a food, back it up with the generous 


use of this highly concentrated food ingredient. 





AMERICAN DRY MILK INSTITUTE, Inc., 221 N. La Salle St., Chicago 
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You cant afford zof to use it! 


The flavor you put in your product is the 
decisive ingredient. For flavor is what the 
consumer buys. He judges quality by taste. 


Exchange Oil of Orange gives you more 
real orange flavor, drop for drop or pound 
for pound, than any other orange oil. 
That’s why more leading American man- 
ufacturers use it. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York II, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 


for March, 1946 


Compare Exchange Oil of Orange with 
any other offered. Give it all your tests 
for quality, uniformity and strength. Then 
you will buy Exchange Brand. 
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119 WEST 19th STREET - NEW YORK 11,N. Y. 
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PRINCIPAL CITIES IN SOUTH AMERICA PHILADELPHIA . _,: » R. PELTZ CO. 
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These tangy, spicy confectionery flavors are in a class 

by themselves. They’re tastefully exciting . .. offer a 

dozen opportunities for experimentation in all kinds of 

hard candies, cream fillers, beverages and bakery 

products. Use them with confidence — they're DREYER 

tested and approved! Samples and Prices on Request. 
SEND FOR CATALOG “A” 


TRY DREYER: CLOVE + CINNAMON + ANISE + CASSIA + BIRCH 
SASSAFRAS + WINTERGREEN + NUTMEG + GINGER 


THOMPSON-HAYWARD CHEMICAL CO. BOSTON . . HAROLD H. BLOOMFIELD 


KANSAS CITY CHICAGO . « WM. H. SCHUTTE CO. 


AND CITIES THROUGHOUT mIDDLEwest CINCINNATI . WM. G. SCHMITHORST 


DETROIT. ..... i. H. CARLSON 


MEXICO . . . . EMILIO PAGUAGA PITTSBURGH... . . . B. OSTROFF 


LOS ANGELES. . ALBERT ALBEK, Inc. 
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Long before the coming of the white man and his “gold standard” 
for currency, the Aztecs of 16th century Mexico used Cocoa 


beans as a medium of exchange. 


IT’S NOT TOO DIFFERENT NOW! 


Chocolate and other cocoa products are of real value in the 
modern world; not as money, but because of the rich goodness 


they impart to fine foods and confections. 


TODAY'S “COCOA STANDARD”... 


It is the famed *B+*B* trademark; marking products that are the 


“standard of excellence” among industrial users of chocolate. 





FOUNDED 1900 


Manufacturers of Chocolate and Cocoa Products 


Margaret and James Streets, Philadelphia 37, Pa 
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COCOAS 


COCOA BUTTER 


CHOCOLATE DROPS 





CHOCOLATE LIQUOR 


CHOCOLATE COATINGS 





Combinations of Cocoa 
and Chocolate Liquor 
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"Are you planning 
Bp % expand your Une: 


You will want to know about the new Soyco. 
Soyco is an ideal whipping agent in nougat bars, marshmallow 


bars, hand rolls, starch-run creams, mint patties . . . and the other 
kinds of candies you are planning to add to your line. 


Yet Soyco costs you far less than egg albumen. 


You can depend upon Soyco to give your candies good 
texture. And candies made with Soyco have longer 
shelf life. 


You get all these advantages with this new, 
improved, Soy Albumin Soyco, too: 


The new improved Soyco whips up to a 
* greater increased volume in syrup, thereby 


helping to keep costs down—quality up! 





The new improved Soyco has greater stabil- 
ity. The bubble structure is smaller, which 
makes it about twice as stable as before! 


The new improved Soyco is whiter in color 
and considerably higher in protein. 


The new improved Soyco is almost completely nonhygro- 
scopic. And this resistance to humidity means far less 
trouble, far better results! 





oratory-tested before delivery. And it costs no more than 


ee The new improved Soyco is reliably uniform—it’s lab- 
before! 





Follow the lead of scores of plants which Free—write for your new Soyco formula 
have proved by regular use—that Soyco folder. Place your order through our main 
costs less to buy—costs less to use! Office, right now! 


csc umom om = Wilson lrodais 


“Ws not just betfer~ DIVISION OF THE BORDEN COMPANY 


- 350 Madison Avenue * New York 17, New York 
hts Five Ways better!” . 
aa Canada Distributor: H. Lawton & Co., Toronto 
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OIL OF 


LEMON 


U. s. | 





If its LEMON flavored - 
it’s af TO 1 THE Lemon Oil delivers flavor. . . clarity and 


uniformity not found in any other 


OIL is EXCHANGE! Lemon Oil. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 


More than 80% of all the lemon oil used in 


the United States is Exchange Lemon Oil. 


This overwhelming endorsement by the TS CRD Satge, Heat A, Oe. 
P Distributors for: 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 


EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 
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BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 


BURRELL 


Let BURRELL belting experience and the . . . 11 BURRELL stars help you! 


BURRELL 


BURRELL 
BURRELL 


BURRELL 
BURRELL 


BURRELL 
BURRELL 


BURRELL 
BURRELL 


BURRELL 
BURRELL 


BURRELL 
BURRELL 


BURRELL 
BURRELL 


GUARANTEED 


PERFORMANCE 


When you want the best in belts, you want 
BURRELL belts! The use of BURRELL belts 
means a better job of production. Greater 
production of candy means bigger profits for 
you. Protect your profits by using the belts 
listed below. As you can see, BURRELL pro- 
duces a belt for every purpose. Before you 
have a production breakdown, check your belts 
and replace those that are beginning to show 
signs of wear with quaranteed BURRELL belts. 


Each one is designed for a specific purpose. 


For 32 years, we have been leaders in the field of belt making and designing. The 
"extra" quality and workmanship which goes into the manufacture of BURRELL con- 
fectionery belts guarantees longer life. Each BURRELL belt is designed for a specific 


job or purpose. This experience has made it possible for us to do a better job of 


filling your belting orders or to answer belting questions which may arise in your plant. 


The combination of experience, design, and workmanship is your guarantee that 


BURRELL belts will give you the service that you have the right to expect. 


BURRELL 


* THIN-TEX CRACKLESS Glazed Belting 
* Caramel Cutter Belts 


BURRELL 


BURRELL 


BURRELL 


BURRELL BURRELL BURRELL 


lt Is Profitable to... 


* Feed Table Belts (endless) 
* Caramel Cutter Boards 


* CRACK-LESS Glazed Enrober Belting 
* Packaging Table Belts (Treated and 


Untreated) 


BURRELL 


BURRELL 


BURRELL 


* Innerwoven Conveyor Belting 


* Batch Roller Belts (patented) 
* Cold Table Belts (endless) 
* White Glazed Enrober Belting (Double 


‘BURRELL 


texture; Single texture; Aero-weight). 
* V-Belts (endless) 


BURRELL BURRELL BURRELL 


“Buy Performance” 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 
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BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 
BURRELL 


BURRELL 


BURRELL 





Whether your prime consideration is quality or cost, the answer is 
MM&R ORANGE OILS — the consistently high-quality oils that 


ate consistently low-priced. There are a wide variety of MM&R 


Orange Oils—sufficient to meet every production and price 


tequirement. Your inquiry is invited. 
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Merchandising Program Important 


The three-part merchandising presentation of James 
F. MulCahy, NCA merchandising director, as announced 
for the regional conferences at Philadelphia and Detroit, 
is worthy of every confectioner’s interest. 


First of three problems to be attacked by Mr. MulCahy 
deals with the need of giving hard thinking to post-war 
selling. Present indications are that consumers are not 
going to be “pushovers,” regardless of their desire and 
need for candy products. 


“Post-war volume will not be automatically dumped in 
the wholesalers’ laps,” says Mr. MulCahy. “The sales 
potential is in sight, but wholesalers will have to improve 
their selling technique to take their share of the post- 
rationing business.” 


Second point of Mr. MulCahy’s presentation discusses 
the need for wholesalers’ salesmen to have an assigned 
job of established duties with standards of performance 
and responsibilities. Pitfalls, he avers, are involved when 
the duty consists only of getting the order and when 
the responsibility is limited to making only a defined 
number of calls a day. Such a system operates against 
an efficient and prosperous post-war economy, Mr. Mul- 
Cahy states. 


Part Three of Mr. MulCahy’s presentation involves a 
formula for good wholesale selling. Already used by 
many successful wholesalers in many lines of wholesale 
selling, the successful formula for the confectionery sales- 
man was ascertained by analysis of the records of the 
recent sample Detroit survey. 


Mr. Mulcahy is putting the matter quite mildly when 
he says, “Every wholesaler these days is wondering 
what’s next in the increasingly important field of dis- 
tribution.” 


He hits the nail squarely, however, with his assertion: 


“In the competitive period ahead, the ‘know-how’ facts 
presented in the co-op merchandising program are a 
‘must’ for everyone in the channel of candy distribution.” 


Now It Can Be Sold 


This may be the Anatomic Age for Hollywood and the 
Atomic Age for the rest of us, but for business it’s 
definitely a matter of history repeating itself, even as 
the nation’s savants have been decreeing it would all the 


sad, dreary years of World War II. 


What brings this quite vividly to mind is the following 
poem from WELCH News, the clever house organ pub- 


lished by James O. Welch Co., Cambridge, Mass. The 
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roseate seller's market may not yet be definitely extinct, 
as witness the nylon queues. But it’s on its way out. Phil- 
lip, P. Gott, NCA president, indicates the trend with his 
1946 “weather report” for candy. “Dark and cloudy,” 
he predicts and points out dollar volume for the full 
year 1945 versus the year 1944 was down 3.4 per cent. 
The Welch Co. poem commendably illustrates the need 
for thought-out selling methods. “Now it can be sold” 
will soon change to a portentious “Now it must be sold.” 


Here We Go Again Boys 
1943 


“Mr. Salesman, Mr. Salesman,” 
Said the jobber, Andrew Brown, 

“I want a thousand boxes of 
That candy ‘Upside Down.”! 

It’s really swell; it’s quality; 
So ship it to us quick; 

We'll introduce that bar so well, 
When peace comes it will stick.” 


“Now Mr. Brown,” the salesman said 

“There’s nothing I'd like better; 

But I'd get fired, as sure as sin— 
By wire, and not by letter— 

Besides, this bar is not that good; 
You might be in a fix; 

A thousand boxes you don’t want— 
Pll ship you thirty-six!” 


1947 
“Mr. Jobber, Mr. Jobber,” 


Said the salesman, Hy Renown.’ 
“You should buy a thousand boxes 
Of this candy, ‘Upside Down’. 

It’s one grand bar; it’s quality; 
A piece that can’t be beat; 
Just put it out, and then sit back 
And watch this bar repeat!” 


“Now, Hy, my boy,” the jobber said, 

“That really would be dandy; 

But look around my shelves. You see, 
I’ve got a lot of candy! 

Besides, that bar don’t sell so hot, 
Not even in the sticks; 

A thousand boxes I can’t use— 
You ship me thirty-six.” 


1. Trademark Not Registered. 

2. Not one of our boys. There’s only Little Renown on our sales- 
force. 

3. And the salesman telephoned the factory that afternoon to get 
the shipment off before the order could be cancelled. 
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Every extra step invites Contamination ... 
7LO-SWEZT Cuts 7 steps to keep sugar clean! 


No “old fashioned” handling—that’s the secret of Flo-Sweet 
Liquid Sugar’s absolute cleanliness. 

Dry sugar leaves the refinery free of dirt, but keeping it that 
way is sometimes next to impossible. Lint often works in, odors 
from other products may be picked up, and dirt on the bags 
is apt to shake off into the mix when they are dumped. 


SUCH CONTAMINATION IS IMPOSSIBLE WITH 
FLO-SWEET LIQUID SUGAR 


Flo-Sweet leaves our filters a highly purified, clear and spar- 
kling liquid and goes into process at your plant in exactly the 
same condition. It is protected by a closed pipe line system and 
by delivery in stainless steel trucks and specially lined tank 
cars. Not a finger can touch it! 

Moreover, Flo-Sweet is shipped at a high density that pre- 
vents fermentation. 


ECONOMY, TOO 


Moving sugar from refinery to process in three mechanical 
steps instead of ten manual operations releases valuable man- 
power, relieves elevators and other equipment, saves valuable 
space, eliminates waste. Every extra advantage means impor- 
tant cost-cutting savings. The average installation pays for 
itself in nine months. Write for our “Work Book” for case 
histories from your own industry. 
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What GIMBAL 
BROTHERS thi 
of Exchange Citrus a 


y GIMBAL BROTHERS 
G SPECIALISTS 


CANDY MANUFACTURIN 
First AND FOLSOM STREETS, SAN FRANCISCO, 5 


Jemary 15, 1946 


Ceiifornie Frait Grovwer® Exchange- 
Ontaric. Californie 
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A Comparative Study of Confectionery 
Methods and Problems in England: 


Rowntree Company 


Traces to 1725 


Firm now occupies 177 acres in York. 
Under blackout for six years during 
war. Wartime controls, problems told. 





Mr. B. Seebohm Rowntree 





The ancient City of York is well known to many Ameri- 
cans. Capital of Britain 2,000 years ago—it was Eboracum 
to the Romans—York is famous for its minister and for its 
ancient and narrow streets with their queer names— 
Walmgate, Ousegate, Micklegate, Petergate, Goodramgate, 
The Shambles, and, perhaps the most picturesque of all, 
and certainly the longest: Whip-ma-W hop-ma-Gate—a name 
over which many generations of U. S. visitors to York have 
chuckled. Other names there are too, but of different 
significance, typifying modern industry, scientific progress, 
extensive home and export connections. One of these is 
Rowntree’s—a name familiar in prewar days to thousands 
of Americans and, in more recent years, to tens of thous- 
ands more: the U. S. Forces abroad. 











JR owntree's can be traced back to a little shop that 

was opened in York in 1725 to sell groceries. Its 
owner was Mary Tuke, a Quaker woman. It continued 
to exist in spite of the hostility of the Merchant Adven- 
turers of York of which company Mary Tuke was noi at 
first a member. In 1785, by which date it had become 
William Tuke & Sons, it was dealing in cocoa and choco- 
late. In 1815 they described themselves on their bill 
heads as Tea Dealers, and added that they roasted cof- 
fee and manufactured chocolate. At that time, however, 
they could hardly be described as a large firm. Nearly 
half a century later, 1859, the total amount of manu- 
factured cocoa they produced was not more than 12 
cwts. a week. 


The name Rowntree first became associated with the 
firm in 1862 when Henry Issaac Rowntree took over the 
cocoa side of W. Tuke & Sons. Thus originated the 
present firm of Rowntree & Co. Ltd. 


Seven years later, his brother Joseph Rowntree be- 
came his partner. The business grew rapidly. In 1864, 
a foundry in York was taken over and adapted, and in 
1882 a nearby flour mill purchased and similarly mod- 
ified. The firm at that time manufactured two kinds of 
cocoa: “Rock Cocoa”—cocoa powder mixed with sugar 
and sold in blocks; and loose cocoa mixed with arrow- 
root or sago. It was also turning out chocolate drops, 
chocolate creams, and 14d and 1d chocolate balls. The 
making of pastilles and gums was started in 1879; these 
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lines at that time were a French monopoly and Claud 
Gaget was brought over from France especially for this 
purpose. At this time the staff numbered about 100— 
a total including three clerks and six travellers. 


Henry Isaac Rowntree died in 1883 and left Joseph 
in control. He was joined, some years after his brother's 
death, by his sons John Wilhelm Rowntree and Ben- 
jamin Seebohm Rowntree. In 1897 the firm was turned 
into a limited liability company, with Joseph Rowntree 
as chairman. For many years and, indeed, until his 
death, Joseph Rowntree guided and influenced the policy 
of the firm. Those who worked with him bore witness 
to his geniality and helpfulness, to his unceasing altru- 
ism and his meticulous care. In 1913 Joseph Rowntree 
retired and was succeeded by his son Seebohm. Under 
“B.S.R.” as he is frequently known to his associates, the 
company continued to make extensive progress. not only 
at York but also in developing throughout the empire. 
In addition to their many associated and subsidiary 


Mr. G. J. Harris, 
chairman of Rown- 
tree & Co., Lid., 
York, England. He 
is also president of 
the Manufacturing 
Confectioners’ Ail- 
liance and_chair- 
man of the Cocoa 
and Chocolate 
Association. 
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companies in Britain, Rowntree & Co., Ltd., now have 
factories in Canada, South Africa, Australia and Eire. 


“B.S.R.” retired in 1941 and was succeeded by the 
present chairman, George J. Harris. Mr. Harris was 
also elected, in the same year, president of the Manu- 
facturing Confectioners’ Alliance (the peace-time trade 
organization) and chairman of the Cocoa and Chocolate 
Ass'n. (war-time) He still holds both offices. 


Employee Increase Great 

These historical and organizational details are but 
an indication of the growth of the firm. Another index 
is the increase in the number of work people employed 
at York. In the 80's, there were only about 100. In 
894 there were 893; in 1909, 4,066; in 1923, 7,000. 
and in 1939 just prior to the war, the total had reached 
nearly 12,000. 


The growth of the factory itself has been equally 
spectacular. In 1890 the land was purchased on the out- 
skirts of the city and the fruit room, gum room, and 
buildings for cake chocolate moulding. and_ stores 
and packing were completed by the end of 1892. 
In 1898 a cream department was built; and in 1900 the 
first box mill was erected. Other buildings followed 
and in 1908 manufacturing at the old factory in the 
center of the city ceased. Building operations at the 
present factory have gone on constantly from the time 
of the purchase of the estate in 1890, except when stop- 
ped during the First and Second World Wars, the most 
recent addition being the new gum and cream blocks, 
both of which were completed in 1939. During the 
Second World War the firm’s building activities were. 
of necessity, restricted to essential maintenance work 
and the provision of air raid shelters to accommodate 
the staff. The factory now occupies an estate of 177 
acres and has a floor space of 1% million square feet. 


Rowntree’s is well known as a leader in welfare and 
social work for the benefit of its employees. The late 
Joseph Rowntree appointed his first “social helper” as 
long ago as 1891. His pioneer work laid the founda- 
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Rowntree typical pre-war prod- 
ucts. Kit Kat Chocolate Crisp is 
one of two lines Rowntree’s has 
been able to reintroduce since 
end of war. This is a high qual- 
ity milk chocolate covered four 
finger wafer. It sold before the 
war as a two-penny count line. 
Present reception in Rowntree 
zone is reported to be “excellent” 
by the firm. 


tion of the numerous activities of the present Rowntree 
Social and Welfare Department. which includes a medical 
department with doctors, nurses, a works’ dentist, a 
works’ optician, and many other sections. The company 
also operates its own Pension Fund. 


Most of the lines made by Rowntree’s in its earlier 
days have, by this time, disappeared from the market. 
There are, however, one or two notable exceptions. Pas- 
tilles and clear gums, which, as already mentioned, were 
first made in 1879, are still produced although many 
improvements have been made during the intervening 
years. Rowntree believes itself eminent in the manu- 
facture of these clear gums and pastilles. These sweets 
at one time caried a variety of flavors, many of a floral 
nature, but these have now stabilized in a range of 
characteristic British fruit flavors. 


The famous whipped cream walnut which was intro- 
duced in 1910, was still an important item in the com- 


Poster for 
Rowntree’s fa- 
mous pre-war 
Aero bar. This 
is of milk choc- 
olate in novel, 
aerated form 
and features a 
“crispness of 
bite” that the 
British public 
rates highly as 
an important 
quality in the 
texture of 
chocolate can- 
dy products. 














pany’s range of products until 1939 when it had to be 
withdrawn for reasons connected with the war. The 
center was a very light marshmallow, similar in texture 
to whipped cream, in the middle of which was a half 
walnut. The whole center was enclosed in a thick coat- 
ing of chocolate in the form of a miniature old-fashioned 
beehive. 


Throughout the long period of years since Rowntree’s 
was manufacturing chocolate drops, chocolate creams, 
and Yd and 1d chocolate balls at the old factory, con- 
tinual improvements in equipment and processing, and 
unceasing scientific and marketing research have all 








Another Rowntree development is milk chocolate in 
the novel, aerated form well known as “Aero.” Crisp- 
ness is a quality of texture which the British public 
rates highly, and Rowntree’s Aero chocolate combines 
a crispness of bite with those other attributes which are 
an essential of good chocolate texture. 

The effect of American and Continental competition 
on British products has not been very marked save for 
one outstanding exception—chewing gum. It may be 
that the very expensive pre-war boxes of assortment 
candies in Britain were to some extent influenced by 
French, German, and Austrian candies. Actually it would 
seem that British tastes are quite characteristic. The 





Candy trade delivery was de-zoned early this 
month in England, authoritative sources say in a 
special cable to THe MANUFACTURING CONFEC- 
TIONER. 


Adopted early in the war to save road and rail 
transport; to cope with shortages of labor, cases, 
and containers; and to speed deliveries, zoning 
affected the confectionery trade from every angle. 
The plan is credited with saving England 300 
million ton-miles a year and English confectionery 
industry 35 million ton-miles yearly. Savings of 
about 46 million gallons of petrol yearly are also 
credited it. 





Goning Ends in Great Rritain 


Although the four zones established by the plan 
will no longer limit distribution, they will still re- 
main in effect for administrative purposes, the 
British trade publication “Confectionery Journal” 
reports. Zonal distribution officers and their area 
agents are “to continue to ensure sufficient supplies 
to meet the personal points ration.” 


Sugar and labor shortages are reported the in- 
dustry’s major problems. War-destroyed plants and 
plants taken over by the government for war use 
also limit production. “A major revival of activity” 
is reported evident in the confectionery industry, 
however. 








played their part in evolving the great variety of centers 
which, in normal times, are a feature of Rowntree’s lines. 
All these factors. allied with a careful system of quality 
control have resulted in the firm’s ability to produce 
standardized products in huge quantities and with greatly 
increased consumer values. 


American-British “Candies” 


In passing, it should be mentioned that the British 
concept of the word “candies” is vastly different from the 
American. “Candies” in Britain would be taken to mean 
sweets of the “pulled sugar” type. and would not be 
understood, by the general public, at any rate, to relate 
to chocolate-covered sweets. 

In Britain the chocolate assortments. which are more 
or less comparable to the American packed candies, 
probably play a bigger part than they do in America, 
with this difference: that while formerly in Britain these 
assortments were marketed in four-pound units which 
were sold over the counter in quarter-pounds, half- 
pounds, and so on from this sell-out box, there has been 
of late years a steady movement towards the sale of 
these goods under advertised brand names in pre-packed 
cartons. Non-chocolate-covered sweets are rarely in- 
cluded in these assortments, however. though such com- 
bined packages are occasionally included in the special 
ranges introduced at Christmas or Easter. Many of these 
assortment centers are made and covered mechanically, 
but the assembly and packing of the assortment are still 
done by hand. Rowntree’s can claim to be a leader 
in this field, and apart from the war years employed 
a very large labor force upon this type of work. 
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rich pralines which typify so essentially Continental 
products are only accepted in Britain to a limited de- 
gree. British milk chocolate, which is so widely popular, 
is of a different type from that sold in America or even 
on the Continent, where it is scarcely regarded as a 
staple product. Peanuts, so popular in America. are 
little used in British high grade products. Candy-coated 
chewing gum tablets outsell stick chewing gum in Britain, 
but the famous question asked of G.I. Joe by British 
children “Any gum, chum?” with its very generous 
answer, may have resulted in juvenile taste in gum not 
only having increased but showing preference for the 
stick variety. 

In the Rowntree development of the merchandising 
of eating chocolate, the two-ounce block of popular-priced 
chocolate (which, in a way, may be regarded as compar- 
able with the American five-cent bar, despite the fact 
that the chocolate is in a block form rather than in the 
elongated rectangular form which in Britain is regarded 
as a bar) was popularized. 


“Count Lines” Like U. S. Bars 


It may be that this practice tended to lead to some 
development of “count lines” which were in many ways 
equivalent to the American five-cent bars. In the maj- 
ority of instances, these lines were novelty goods which 
did not enjoy long term sales of significant volume. 
On the other hand, certain of them have achieved greater 
success and remained on the market as accepted staples 
with varying sales volume. 

As may readily be imagined, the past six years have 
heen a period of considerable difficulty in the English 
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chocolate and confectionery industry. The call-up of 
practically all men under 40 and women under 25 re- 
sulted in a greatly depleted labor force at Rowntree’s 
and, in consequence, the five-day working week was 
abandoned, work proceeding in some of the manufactur- 
ing departments throughout the seven days of the week. 
In 1939 the number of employees was approximately 
12,000. Now the total is about 5,000, including many 
part-time women. Nearly 3,000 Rowntree employees 
have been serving in His Majesty’s Forces, and over 
1,400 have been in other industries more directly con- 
cerned with war production. The company’s roll of 
honor lists 137 men killed, 25 missing, and 26 prisoners 
of war. 


Six Years of Blackout 


With total black-out in operation for six years, manu- 
facturing conditions have been anything but easy, and 
it may be of interest to note that for the whole of the 
war period nearly 200 employees stayed each night at 
the factory after doing their normal day’s work to take 
their turn manning the fire and rescue services in case 
of air raids. Although York had many air raid warn- 
ings between 1939 and 1945, and several minor air 
attacks in addition the “Baedeker” raid of April, 1942, 
in which, amongst other buildings, the historic Guild- 
hall was destroyed by fire, the factory suffered only 
superficial damage. The nearest bomb fell just over 
70 yards away and, so far as the factory was concerned, 
only broke a number of windows. The old factory in 
the center of the city, which was being used as a ware- 
house for cocoa beans landed by barge from the River 
Ouse was, however, hit by incendiary bombs and com- 
pletely gutted. 


In addition to the difficulties imposed by labor short- 
age and blackout conditions, mention must also be 
made of the war-time controls under which the industry 
had, and still has. to work. These controls affect prac- 
tically all phases of supply, price, production, and dis- 
tribution. They were instituted by the Ministry of Food, 
and are operated through the two war-time associations 
—one for cocoa and chocolate and one for sugar con- 

Additional Rowntree typical pre-war products. Dairy Box 

is the second of two lines reintroduced since the war. 


Owing to board restrictions it is now packed in one-quart 
pound bags instead of former pre-pack cartons. 
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His Royal Highness, the Prince 
of Wales, now the Duke of Wind. 
sor, visiting Rowntree’s York 
Works, in May, 1923. Photo 
shows reception by the late Mr. 
Joseph Rowntree and members 
of the firm’s board of directors. 
The Prince of Wales is in uni- 
form in center of the picture. 


fectionery. These associations were set up early in 1941 
to take over, for the period of the National emergency, 
the duties of the Manufacturing Confectioners’ Alliance, 
the latter being a voluntary body and lacking the powers 
necessary in a war economy. 

Raw ingredients are allocated in accordance with 
varying percentages of basic year usage; basic year is 
the twelve-month period ended June 1939. Sugar was 
originally allocated at the rate of 70 percent for chocolate 
and 60 percent for confectionery, but these rates have 
been progressively reduced and firms are now receiving 
only 40 percent for both chocolate and confectionery. 
Raw cocoa has been in fairly good supply but milk has 
been extremely difficult. Supplies of full cream milk are 
small and irregular and those of skimmed milk powder, 
though reasonably good earlier this year, are now dis- 
continued, entirely. 
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Packaging is closely controlled by packing standards 
which prescribe the amount of paper and board that 
may be used per cwt. of finished product for each class 
of goods. These standards represent the minimum pack- 
aging necessary to carry the goods to the consumer in 
a sound condition. 


These supply difficulties, plus the overall acute short- 
age of labor have inevitably restricted production to 
the simplest forms of products. In chocolate and con- 
fectionery, for example, moulded blocks and bars and 
enrober-covered count lines account for nearly three- 
quarters of the total. Each firm has a standard labor 
force and a standard rate of factory labor per weekly 
ton of goods produced. Civilian consumers are rationed 
to three ounces per head per week and firms’ despatches 
to civilian outlets are governed by a system of “Targets”, 
a firm’s Target being its share of the total three-ounce 
Target, based on its proportion of the industry total 


Pastilles and clear 
gums are typical 
Rowntree pre - war 
products. First 
made by the firm 
in 1879, they are 
some of the few 
early lines that the 
company has made 
throughout its long 
history. At one 
time these sweets 
carried a variety of 
flavors, many of a 
floral nature. They 
now are stabilized 
in a range of Brit- 
ish fruit flavors, 





in the basic year. Two separate schemes of concentra- 
tion have been imposed, involving substantial releases 
of labor and space, transfers of production from the 
firms in the especially difficult labor areas, and industry 
schemes of financial compensation for the firms so 
affected. With industry manufacturing capacity so re- 
duced, it has been necessary for the war time associations 
to allocate government and other priority orders (for 
which ingredients are replaced in full) to individual 
manufacturers, equity as between manufacturers being 
maintained by schemes of financial adjustment. 


Prices of all chocolate and confectionery lines are 
governed by maximum prices orders, each line being 
classified into its appropriate product group and its 
maximum price determined accordingly. Distribution 
to trade outlets is restricted by zoning, the country being 
divided into four zones: Scotland, Eastern, Western, and 
Southern. Distributors may draw supplies only from 
those manufacturers situated within their own zone. Both 
the zoning scheme and the distribution of goods under 
rationing are administered by the associations, and the 
fact that coupon redemption has been maintained at 
the high rate of 97-98 percent is indication of their 
successful operation. The bulk of the transport is op- 
erated through a central pool and series of depots, and 
economies amounting to many million ton miles were 
achieved during the course of the war. 


These, briefly, were the conditions in which Rowntree 
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& Co., Ltd., operated during the war, and in spite of 
which the firm not only met its due obligations to the 
home market but was also one of the chief suppliers to 
the forces. Rowntree’s produced considerable quantities 
of the famous U.S. Army “D” Ration, and cocoa powder 
for the U. S. forces; cocoa and chocolate for the British 
War Office; special chocolate for inclusion in Red Cross 
parcels for prisoners of war and in life boat rations for 
seamen of the British royal navy and of the British mer- 
chant navies, as well as chocolate for the British Ministry 
of Food to be used for the relief of the people in the 
liberated countries of Europe. 


Mechanical Moulds for “D” Ration 


In the manufacture of the “D” Ration, the shortage 
of labor made it imperative that every mechanical aid 
be brought into play. After considerable research Rown- 
tree’s was able to deposit this special chocolate mechan- 
ically into moulds in the same way as used for ordinary 
chocolate blocks, instead of having to mould by hand. 


That the British Government, in spite of many difficul- 
ties, has maintained the civilian ration of chocolate and 
candy at three ounces per head per week is, in itself, 
indication that, in Britain, these products are officially 
regarded as a food having very high nutritive properties. 
This view is further confirmed by block chocolate having 
been adopted as a reserve ration by the army, the royal 
navy, the merchant navy, and the various civil defense 
organizations. The British public has now come to re- 
gard it as a definite food and not merely as something 
pleasant to eat. This factor will undoubtedly have con- 
siderable bearing on the merchandising of goods in the 
future. 


As this is written, all the war-time controls and re- 
strictions including rationing and zoning are still in 
force and Rowntree’s has so far been able to reintroduce 
only two of its famous pre-war lines—Dairy Box Choco- 
lates and Kit Kat Chocolate Crisp—and these only com- 
paratively recently. 


Dairy Box, a very popular milk chocolate assortment, 
is at present (owing to board restrictions) packed in 
one-quarter pound bags instead of the one-quarter pound, 
one-half pound and one pound pre-packed cartons in 
which it was originally marketed. 


Kit Kat is a high quality milk chocolate covered four- 
finger wafer, sold before the war as a twopenny count 
line. As aluminum foil has recently become available, 
it has been possible to reintroduce it in its pre-war foil 
and red and white label, but it is now sold at threepence. 


Both lines have had an excellent reception in the 
Rowntree zone to which their issue is at present limited 
and this augurs well for the other pre-war lines which 
Rowntree’s hope to reintroduce later. 


When this will be, no one can yet say, but from present 
indications it would appear that it may be some little 
time before Rowntree’s pre-war range of chocolates and 
candies can again be stated to be “On Sale Everywhere.” 


It is interesting to record that according to a document 
which has recently come to light in Germany, Rown- 
tree’s was among the British firms listed for investiga- 
tion by the German security police—a distinction shared, 
it is believed, by only one other chocolate manufactur- 
ing firm. 
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Blanching Peanuts 
We are using raw shelled peanuts. 
roasting and salting them with the 
skins on. What we would like to do, 
is put these peanuts on the markets 
without the red skins on them. I/ 
you can tell us how these skins 
should be taken off, we would ap- 
preciate it very much. 
‘  —Nova Scotia 


REPLY: The U. S. Department of 
Agriculture says two types of 
blanchers are used. The blancher 
formerly in general use consisted 
mainly of a box containing a series 
of fine brushes running on pulleys 
and revolving in opposite directions. 
Peanuts were poured into the top, the 
brushes removed the skins with little 
splitting of kernels, and the nuts 
emerged onto a picking table where 
foreign matter was removed. A suc- 
tion pipe drew off dust and skins not 
already blown away by an upward 
current of air in the blancher. The 
skins. incidentally, were saved and 
sold for crushing or for stock feed. 

In the newer type whole-nut 
blancher, two roller belts made of 
thick rubber replace the brushes. 
The rollers are ribbed with a series 
of transverse grooves which move 
close together but in opposite di- 
rections. Peanuts are fed into the 
space between the belts. As they roll 
over and over the skins are brushed 
off as with the fingers. 

In one type machine, a suction 
pipe draws off skins and lightweight 
foreign material as the peanuts fall 
onto an endless belt, a worker re- 
moves skins not loosened by the 
rollers, and a second suction pipe 
carries them away. Nuts pass from 
the belt to a screen that may be 
cylindrical, or flat and oscillating. 
This separates whole nuts from 
halves or broken nuts. Salters re- 
port use of this type blancher lessens 


for March, 1946 


the number of splits and reduces the 
quantity of meal on blanched nuts. 

An electric eye is also employed by 
some firms. Sensitive to color, the 
device passes only white peanuts and 
catches discolored kernels, stones. 
and other foreign matter. The kernels 
finally pass along an endless belt. 
where they are hand-picked by wo- 
men as a final inspection to remove 
any undesirable matter the eye possi- 
bly missed. 

A list of peanut blanching ma- 
chine manufacturers is being sent 
you. 


Sugar Coated Peanuts 


I am interested in obtaining a 
Jormula for making sugar coated 
peanuts. Is it possible that you could 
supply me with this information? 

—North Carolina 


REPLY: A suggested sugar coated 
peanut recipe follows: 

12 lbs. peanuts 

16 lbs. sugar (Scotch pieces) 

2 qts. water 

Roast the peanuts and carefully 
remove shells. Keep roasted kernels 
warm. Dissolve sugar in water by 
boiling. Pour half the hot syrup 
into a large pan. Add hot peanuts. 

Heat mixture to 270° F. Stir well 
and grain batch, by rubbing the 
peanuts gently against the sides of 
the pan so as not to crush them. 
When sugar grains, remove pan from 
fire. Stir all together until peanuts 
separate and sugar becomes powdery. 
Turn into a coarse sieve, shake well, 
and separate peanuts that stick to- 
gether. 

Divide batch into three or four 
portions. Place one portion with 
fair share of siftings in pan. Re- 
place over fire, after first covering 
stove with thin sheet of iron to 
break heat. Siftings will gradually 
melt and adhere to peanuts which 
will become crisp. Turn them out 


and treat remaining portions in 
same manner. 

Add the siftings to the second half 
of the syrup. Boil as before and 
again treat the peanuts so as to give 
them a good second coat of sugar. 

If glazed peanuts are desired, put 
a portion back in the pan, heat 
cautiously, and stir constantly until 
surface of the sugar coating is just 
melted. Turn out of pan at once. 
They will dry with a bright gloss. 


“M.C.” Publications 
Used Overseas 


We have been subscribers to The 
Manufacturing Confectioner for 
many years and have derived great 
benefit and pleasure from it, par- 
ticularly during the war period. | 
am taking the liberty, therefore, of 
seeking your kind assistance in the 
following matter. 

As we believe that close trading 
relations between our two countries 
are essential to our mutual pros- 
perity, we are endeavoring to ar- 
range for the export of our products 
to the U.S.A. In order to become 
better acquainted with conditions 
and requirements in your candy 
trade, we think it would be of great 
assistance to us if we could purchase 
from you a copy of the latest edition 
of the Blue Book and Candy Buyers’ 
Directory. 

We should also like to see a copy 
of Candy Merchandising, as we be- 
lieve that we could profitably sub- 
scribe to that journal in addition to 
The Manufacturing Confectioner. 


—England 


Chocolate Dipping Temperature 


Would you be good enough to 
advise us the temperature of choc- 
olate most suitable for dipping? 

—British Columbia 


REPLY: Authorities recommend 
liquid chocolate coating should be 
maintained at a temperature of 88 
to 90° F, preferably 88°. Tem- 
perature should be taken by reading 
a thermometer placed in the flowing 
chocolate. 


Candy Clinic Helpful 


We wish to take this opportunity 
to thank you for your very nice 
comments on our product, after its 
analysis by your Clinic. 

We want to say at this time that 
we feel this is a very fine service 
which you are extending to the 
Candy industry. 

We always turn with interest to 
the clinic’s report. 

—Pennsylvanian 
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Sues and safflower seeds have recently received 
increased attention as possible sources of domestic 
oils and protein feeds whén grown in the North Central 
States area. During the past year sunflowers were grown 
on a small acreage near Monticello, Illinois, and saf- 
flowers were grown near Alliance, Nebraska. The plants 
and their produets are well known in many foreign 
countries, but in North, America most of the recent 
experience and published information have come from 
Canada, and experience in the United States is limited 
to relatively few companies. References to sunflowers 
are frequent in the Annual Reports of the Grain Re- 
search Laboratory, Winnipeg, Manitoba (1), and current 
research on this crop is carried out at the Oil Seeds 
Laboratory, University of Saskatchewan. Cultural prac- 
tices in Canada have been summarized recently (2), 
and a brief discussion of the two crops, together with 
analytical data, was published in 1943 (3). A recent 
analysis of one sample of safflower oil was given by 
Bickford, Mann, and Markley (4). 

Analyses have been completed at the Northern Re- 
gional Research Laboratory on 28 samples of sunflower 
seed and eight samples of safflower seed. The sunflower 
seed samples comprise four varieties, each grown in 
1943 at the seven locations of Beltsville, Maryland; 
Ames, Iowa; Columbus, Ohio; Manhattan, Kansas; Col- 
umbia, Missouri; Davis, California: and Urbana, Illinois. 
The eight safflower varieties were all grown at Huntley, 
Montana, in 1943. All of these samples were obtained 
through the Bureau of Plant Industry, Soils, and Agri- 
cultural Engineering, with M. T. Jenkins of the Division 
of Cereal Crops and Diseases furnishing the sunflower 
seed and Frank Rabak of the Division of Drug and Re- 
lated Plants furnishing the safflower seed samples. The 
latter samples were grown in cooperation with the Di- 
vision of Western Irrigation Agriculture. 


Methods 


One-pound lots of sunflower seed were obtained by a 
mechanical sampler. Each pound was then carefully 
hulled by hand in order to obtain the maximum amount 
of information from the chemical analyses made on the 
resulting fractions. The safflower seed samples were 
cracked in an attrition mill and the hulls successully 
removed by aspiration, followed by handpicking. Other 
portions of the safflower samples. treated in the same 
way except without the final handpicking, were used to 
obtain oil samples for analysis. Both procedures re- 
sulted in much cleaner separations than are ordinarily 
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*Paper presented at the 19th meeting of the American Oil Chemists’ 
Society, Chicago. This article through courtesy of Oil and Soap 
Magazine. 


Authors R. T. Milner, J. E. Hubbard, and Mary B. Wiele, of the 
Northern Regional Research Laboratory, Peoeria, Ill., present an 
interesting study for confectionery manufacturers. 
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obtained so that analyses on the separated hulls and 
hulled seeds were made on exceptionally “pure” ma- 
terials. The hulls and hulled seeds were analyzed sep- 
arately; and from these data and the weights of the two 
fractions, the composition of the whole seed was calcu- 
lated. 

The high oil content of the hulled seeds prevented an 
initial fine grind on the samples. The hulled safflower 
seeds were cracked in an attrition mill with the plates 
set just close enough to crack the kernels. Since the 
whole kernels were rather small, the cracked kernels were 
considered fine enough for adequate sampling. On this 
material there were determined: 1. Moisture, by heating 
for one hour at 130° C.; 2. ash, by heating at 550° 
C. for four hours; 3. oil, by extraction in a Butt ex- 
tractor for 16 hours with Skellysolve F, regrinding in 
a mortar, and extracting for an additional two hours; 
and 4. nitrogen, by the Kjeldahl method. Analysis of the 
safflower hulls, ground in a Wiley mill with a 1-mm. 
screen, was quite similar except that ashing was for 
only two hours and the oil extraction was run overnight 
without the regrind. 

The hulled sunflower seeds were also cracked in the 
attrition mill, but the resulting particles were considered 
too coarse for satisfactory sampling. The entire sample 
was extracted with Skellysolve F in a large extractor 
for several hours, then finely ground, and re-extracted. 
The total extraction time was about 20 hours. The resi- 
due was analyzed by much the same procedure as the 
hulled safflower seeds except 1. moisture was determined 
by heating for two hours at 130° C., 2. ashing time was 
six hours, and 3. residual oil was determined by extrac- 
tion in the Butt extractor for six hours without regrind. 
In all of these analyses moisture determinations were 
made where needed to correct results to a moisture-free 
hasis. 

The analytical methods used and described above 
are derived from the official methods of the American 
Oil Chemists’ Society or the Association of Official Agri- 
cultural Chemists with some modifications. These modi- 
fications were developed through laboratory experiments. 
For example, ashing was carried out at 550° C. because 
this was the lowest temperature at which an ash of con- 
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TABLE I. 


Physical Analyses (Air-Dry Basis) of Four Varieties of Sunflower 
Seeds (Grown at Seven Locations) and of Eight Varieties 
of Safflower Seeds (Grown at One Location) 




















Weight — Proportion of 
Variety per 1,000 
bushel kernels Hulls Hulled seed 
Sunflowers : Pounds Grams % % 
Mennonite _................. . 25.3 70.7 43.1 56.9 
Sunrise aeeiticieaiaa ~ a 38.3 39.0 61.0 
Greystripe : in 27.8 93.6 44.3 55.7 
Manchurian . 26.6 108.0 46.0 54.0 
Average 27.8 77.7 43.1 56.9 
Safflowers: 
NS Es cacecsctnccicn 37.9 33.5 47.8 52.2 
Pusa No. 7... ae 50.7 49.7 50.3 
Pusa No. 26..... 40.1 40.7 50.4 49.6 
Sholapur No. 1 . 44.7 53.1 49.6 50.4 
Simla 66/1508 . 46.2 50.5 49.3 50.7 
Kardai (1068) 44.1 47.6 48.6 51.4 
Abmednagar No. 1 46.2 44.9 48.9 51.1 
Karar (1885) 40.8 56.9 47.6 52.4 
Average 43.0 49.2 49.0 51.0 





stant weight and satisfactory appearance could be ob- 
tained in a convenient length of time. 


Each of the 28 sunflower and eight safflower oils 
was examined separately. The free fatty acids and iodine 
numbers were determined by the A.O.C.S. method. The 
thiocyanogen determinations and the calculations of 
glyceride composition were carried out in accordance 
with the last report of the Committee on Analysis of Com- 
mercial Fats and Oils (5). Linolenic acid was measured 
by alkali conjugation and ultraviolet absorption (6). 


The results of the physical and chemical determinations 
are presented in tables I through V. In the case of the 
sunflower seed and oil data only averages of the seven 
locations are given. Differences between locations are, 
for the most part, minor; but, in the case of the iodine 
number of sunflower oil, except for the Greystripe var- 


TABLE IL. 


Chemical Analyses (Moisture-Free Basis) of Sunflower Seeds Grown 
at Seven Stations in 1943 (Averages by Variety) 























Protein 
Variety Ash Nitrogen (Nx6.25) Sugar’ Oil 
Whole seed : % Jo % % % 
Mennonite i 3.45 3.24 20.27 3.76 27.47 
i we 3.45 3.42 21.40 3.79 30.78 
Greystripe .......... 3.36 2.89 18.04 2.83 . 30.69 
Manchurian . 3.46 2.93 18.31 2.79 28.23 
Average .............. 3.48 3.12 19.50 3.29 29.29 
Hulls : 
Mennonite ................. 2.17 59 3.70 ee 1.07 
Sunrise ...... .... .. 2.47 -72 4.49 1.16 
Greystripe ......... .... 2.28 49 3.08 1.20 
Manchurian bctiedy Se 57 3.55 -79 
Average ....... 2.33 59 3.70 1.05 
Hulled seed : 
Mennonite _.......... 4.36 5.17 32.3 6.38 46.6 
Sunrise . we Oa 5.12 32.0 6.14 48.8 
Greystripe ............ 4.18 4.70 29.4 4.87 53.2 
Manchurian ............. 4.31 4.86 30.4 5.21 50.5 
Average ........... 4.23 4.96 31.0 5.65 49.8 
1Total soluble sugars as glucose. 
2A sugar determination on a posite hull sample showed the pres- 





ence of 0.2% sugar. 
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iety, extremely wide variations occurred. The range in 
iodine number between locations was 108.6 to 133.4 
for Mennonite, 109.5 to 131.6 for Sunrise, 133.4 to 139.7 
for Greystripe, and 114.6 to 133.8 for Manchurian. 
The oil of lowest iodine number for each variety came 
from samples grown either at Manhattan, Kansas, or at 
Ames. Iowa. The presence of very small but definite 
amounts (0.1% or less) of linolenic acid in some sun- 
flower oils was established by spectrophotometric analy- 
sis. It is possible that traces of this acid were present 
in all sunflower samples, but this could not be definitely 
established. All samples of safflower oil contained lino- 
lenic acid in amounts from 0.04 to 0.13%. It should 
be borne in mind that no great significance can be at- 
tached to variations which are based on results obtained 


TABLE Ii. 


Chemica! Analyses (Moisture-Free Basis) of Safflower Seeds of Eight 
Varieties Grown at Huntley, Montana, in 1943 




















Protein 
Variety Ash (Nx6.25) Sugar’ Oil 

Whole seed : % % % % 
Pusa No. 2 3.63 15.63 1.90 31.5 
Pusa No. 7 3.18 13.69 1.60 $2.1 
Pusa No. 25 3.25 14.19 1.65 31.6 
Sholapur No. 1 3.03 12.44 1.52 33.1 
Simla 66/1508 3.03 13.00 1.44 33.3 
Kardai (1068) 3.14 12.62 1.55 33.8 
Abmednager No. 1 3.08 13.00 1.49 33.1 
Karar (1885) 3.18 13.69 1.72 33.8 

Average 3.19 13.53 1.61 32.3 

Hulls: 

Pusa No. 2 2.37 4.19 3 1.83 

Pusa No. 7 2.14 2.56 1.32 
Pusa No. 25 1.92 4.44 1.95 
Sholapur No. 1 1.89 2.44 1.53 
Simla 66/1508 2.08 2.44 1.97 
Kardai (1068) 2.07 2.38 1.90 
Abmednager No. 1 2.04 2.44 1.48 
Karar (1885) 2.13 2.38 1.51 

Average 2.08 2.91 1.69 

Hulled Seed: 

*Pusa No. 2 4.78 26.12 3.37 58.6 ~ 
Pusa No. 7 4.21 24.62 2.88 62.5 
Pusa No. 25 4.60 24.06 3.02 61.8 
Sholapur No. 1 4.15 22.25 2.72 64.1 
Simla 66/1508 3.94 23.25 2.55 63.7 
Kardai (1068) 4.14 22.31 2.73 64.0 
Abmednager No. 1 4.08 23.12 2.63 63.4 
Karar (1885) 4.13 23.94 3.01 63.1 

Average 4.25 23.71 2.86 62.6 





1Total soluble sugars as glucose. 


°A sugar determination on a composite hull] sample showed the pres- 
ence of 0.3 sugar. 


on samples from only one season. In Table V are given 
the F values for a statistical analysis of the data on sun- 
flowers. The effects of variety and station are marked 
on almost all quantities determined. 

The oily material extracted from the sunflower hulls, 
although called “oil”, is obviously not closely related 
to sunflower seed oil. All hull extracts were combined, 
and the light, semi-solid, waxy material had a saponifica- 
tion equivalent of 270.8 and an iodine number of 62.3. 
Spectrophotometric examination indicated 1.8% lino- 
lenic and 10.1% linoleic acid. The quantity of such ma- 
terial available was not sufficient for further investiga- 
tion, but it is probable that it contained a large amount 
of unsaponifiable matter. 

The analyses for both sunflower and safflower seeds 
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TABLE IV. 


Characteristics of Oils From Hulled Seeds (Averages by Variety) 


























Refractive 
index 
6 Glycerides' 
Free Unsaponifi- n— Iodine Thioryano- . 
Variety fatty acid able No. gen No. Saturated Oleic Linoleic 
Sunflowers % % % To Se 
(Grown at seven stations in 1943) : 
NOE oii sn cicisicn eacesiaces 0.97 0.8 1.47230 122.4 80.8 9.7 39.1 51.2 
Sunrise 38 38 1.47234 122.8 78.4 12.8 32.3 54.8 
Greystripe 34 a 1.47376 136.6 81.3 10.5 21.2 68.3 
Manchurian 40 x 1.47316 130.5 80.4 11.1 27.0 62.0 
Average 0.52 0.8 1.47289 128.1 80.2 11.0 29.9 59.1 
Safflowers 
(Grown at Huntley, Montana, in 1943) : 
Pusa No. 2 0.37 1.47489 147.2 85.2 6.7 16.7 76.6 
Pusa No. 7 1.05 1.47520 149.6 85.7 6.3 14.7 79.0 
Pusa No. 25 -95 1.47476 149.8 86.7 5.0 17.0 78.0 
Sholapur No. 1 1.40 1.47499 148.8 86.2 5.6 17.0 TTA 
Simla 66/1508 1.70 1.47497 149.8 85.9 6.0 15.0 79.0 
Kardai (1068) 1.82 1.47494 148.8 86.3 5.4 17.3 77.3 
Abmednager No. 1 1.55 1.47489 | 149.2 86.1 5.7 16.3 78.0 
Karar (1885) -88 1.47510 149.4 86.6 5.0 17.3 77.7 
Average 1.22 1.47497 149.1 86.1 5.7 16.4 77.9 





1The average linolenic acid content was less than 0.1% 


*A determination on a composite sample of safflower oil showed the 


and oils are in general agreement with the values listed 
by Jamieson (7). Oils from both crops have been im- 
ported and are being utilized commercially. Future 
domestic production of these oilseeds depends chiefly on 
agronomic and cultural factors not pertinent to this 
study. Mennonite and Sunrise are sunflower varieties 
low in height when mature whereas Greystripe and Man- 
churian averaged 1144 and 61% feet in height, respec- 
tively, for the seven test plots analyzed. Mennonite and 
Sunrise are the two varieties most studied and recom- 
mended in the Canadian reports. One disadvantage 
of these sunflowers, particularly Sunrise, is that their 
smaller seeds are very attractive to birds so that small 
acreages of these crops if grown near wooded areas 
may be very severely damaged. Although much exper- 
ience in growing these crops, in processing the seeds, 
and in using the oils, is available, it is probable that an 
extensive, long-term program of work involving the co- 
operation of agronomists, farmers, processors, and users 
must be carried out before the advisability of large 
scale cultivation is established. Information such as is 


TABLE V. 


F-Values for Physical and Chemical Analyses. Data From Four 
Varieties of Sunflower Seeds Grown at Seven Stations in 1943 








Bu. Weight 
test per 1000 Proportion 
weight kernels hulled seed 
Whole seed (air-dry basis) : 
Varieties 9.84" 108.82! 9.601 
Stations 2.89 6.24! 8.99" 
Hulls (moisture-free basis) : Ash Nitrogen Oil 
Varieties 1.02 7.25) 1.85 
Stations 6.06" 10.26" 1.85 
Hulled seed 
(moisture-free basis) : Ash Nitrogen Sugar Oil 
Varieties : ninipetentaaeiie -80 2.13 3.70? 5.81 
Stations 6.352 7.012 3.022 5.781 
Oil from hulled seed : Iedine Linoleic 
No. Oleic acid acid 
Varieties 13.00% 11.93% 12.621 
Stations 5.27! 7.164 6.42% 





Significant, 1% point. 
“Significant, 5% point. 
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and was neglected in calcilating the glyceride compositions. 
presence of 0.5% 


unsaponifiable matter. 


presented in this paper is necessary for the preliminary 
consideration of such a project. 


Summary 


Chemical analyses of sunflower and safflower seeds, 
the hulled seed, and the hulls and oils have been made. 
The 28 samples of sunflower seed, representing four 
varieties grown at seven locations, contained an average 
of 29% oil which was composed chiefly (51 to 68%) 
of linoleic acid glycerides. The eight varieties of saf- 
flower seeds grown at Huntley, Montana, contained an 
average of 33% oil, with an average content of 78% 
linoleic glycerides. Data on the amounts of ash, nitro- 
gen, sugar, as well as oil, are presented for the whole 
seeds and their fractions. 
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A Pecan Brittle Formula For Retailers 


he three candy makers were 

again assembled and conversa- 
tion had veered around to the sub- 
ject dearest to their hearts, candy. 

Ed asked the question, “How 
would you make a Clear Pecan brit- 
tle?” 

Tom thumbed through his note 
book, ever handy, and read the old 
time-tested recipe: 

2 lbs. granulated sugar 
1 Ib. corn syrup 

Cook to 290 degrees F. Then slow 
the fire down very low and add, 
perhaps 114 lbs. pecans, stirring 
until the thermometer registers 300; 
then pour out onto a well oiled slab. 
The batch must be spread out very 
carefully. Peel loose from the slab 
and turn upside down at once, 
stretch out thin by hand until it is 
pulled into pieces, which while of 
irregular shape and size, are almost 
clear. ‘ 

“That makes a nice window dis- 
play,” commented Tom, “The very 
fact that the pieces are uneven lends 
distinction and calls the public’s at- 
tention to a retail candy store.” 

“Shucks, the same recipe works 
all right with other nuts. I have 
used the big Jumbo peanuts and 
have had lots of favorable com- 
ments,” added Pete. 

“Friend of mine wanted some help 
on making Divinity Puffs. He want- 
ed them to keep for a couple of 
weeks. I never had to keep any I 
ever made that long but I told him 
to try my recipe,” broke in Ed. 

Divinity Puffs 
10 lbs. granulated sugar 
5 lbs. corn syrup 

Cook to 265 degrees F. with a 
little burnt sugar coloring cooked 
in the batch. Let the syrup cool, to 
about 160 degrees F. 

Beat 114 dozen egg whites until 
very light and continue the beating 
while adding the syrup. Add de- 
sired flavor. Set pan in hot water 
bath. Spoon out onto waxed paper. 

“I told my friend to add about 
\% |b. of a standardized invert sugar 
after the batch is all whipped up 
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which would increase the shelf life 
of the candy,” added Ed. 

“Yes, that’s right. Of course, honey 
would also do the trick,” Tom com- 
mented. “And nuts, are optional in 
that formula.” 

“Had a call for a good Cream Kiss 
the other day. The boss said to make 
some for a Saturday special, as if 
we need a Special these days. But I 
used a good recipe and at least our 
customers got some good candy,” 
Pete stated. 


Cream Kiss Recipe 
7 Ibs. granulated sugar 
3 lbs. honey 

Cook to 242 degrees F.; pour on 
stone slab and when cooled to the 
proper consistency, start to cream. 
Meanwhile, the whites of six eggs 
are beaten up and added to the mass 
on the slab. Finally, when all has 
been creamed, cover with a_ wet, 
clean cloth and let stand for one 
hour. Then knead up and warm 
over a hot water bath in order to 
handle and spoon out on waxed 
paper. The desired flavor is added 
to the batch along with the beaten 
egg whites. Nuts and colors are 
optional. 

“The funniest things happen in 
my shop,” said Ed, “The boss has a 
boy, about sixteen who can ask 
more questions about candy than | 
can answer. He saw me beating up 
some egg whites and he asked me 
how I knew how many would be re- 
quired for a batch of candy. He’s 
seen me take batches of candy off the 
fire at different times and has seen 
the thermometer readings. Well, sir, 
he certainly does have a head on him 
for thinking. He asked me some- 
thing like this: ‘Ed, you cook your 
hard candy to about 310 and your 
soft goods to about 240-245. Now, 
I know you get a different candy at 
these different temperatures. Tell 
me, is there any relation between the 
number of eggs you would have to 
beat up, depending upon the tem- 
perature of the batch?’ Well, sir, I 
had to do some thinking before I 
could answer the kid. But finally, I 


got the idea of the eggs across to 
him: that eggs merely act as a 
modifier and give fluffiness to the 
candy by holding in air. That boy 
will be a candy maker, but it keeps 
me on my toes to answer his ques- 
tions.” 

“Give me an easy formula for a 
chewy kiss and I'll go home,” Pete 
announced. 

“O.K., here goes,” Tom said, “But 
it’s nothing fancy.” 

Chewy Kiss 
35 lbs. corn syrup 
10 lbs. starch 
15 lbs. sugar 

1 lb. fat 

Cook to break, about 258 degrees 
F. Remove from fire and add 3 oz. 


gelatine dissolved in one pint of 
water. Pull. Flavor on the hook. 





Reymer’s 100th Anniversary 


Founded in 1846, when Pittsburgh 
was a city of about 30,000 persons, 
Reymer & Brothers, Inc., is now cele- 
brating its 100th anniversary. From 
the small candy store opened then by 
Philip and Jacob Reymer and 
Joshua Rhodes at Wood and Water 
Streets, the firm has expanded to 
“Five Handy Candy Stores”; sells 
over 3,000 candy, drug, grocery, de- 
partment, and cigar stores; and also 
manufactures a fresh fruit drink. In 
1901 the company received its opera- 
tion charter. 


During the last few years, Reymer 
& Brothers, Inc.—like other candy 
manufacturers—was not able to meet 
public demand for its products, 
largely because of sugar rationing 
and material shortages for fine candy 
production. Officials feel “the first 
100 years are the hardest,” however, 
and look forward to the future with 
confidence. 

Constantly featuring quality in all 
the firm’s products, Reymer’s ad- 
vertising slogan is “The Best for 100 
Years.” 
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RED TAPE Gets The Gate 


\t Shotwell Candy Company 


From data furnished and checked 
By HOWARD ROESER 
Controller, Shotwell Manufacturing 
Company, Chicago. 


URING the early part of the war 

Shotwell Manufacturing Com- 
pany was confronted with a problem 
of increased production and person- 
nel in its plant, and at that time was 
experiencing difficulty in hiring or 
securing for training the type of 
clerical people necessary to turn out 
an increased volume of work. In par- 
ticular we were \having difficulty 
in fulfilling requirements in our Cost 
and Payroll Department. 

An analysis of the operations of 
our Cost Department developed the 
fact that considerable time was be- 
ing consumed in tabulating payroll 
information necessary to fill the re- 
quirements of cost finding, particul- 
arly in terms of government war con- 
tracts. All forms in use at that time 
were analyzed to see whether or not 
there was any duplication of work 
and whether the forms could be 
simplified, thereby cutting down the 
amount of time necessary to process 
the information required. 


We found that our old time card, 
used both for payroll and cost pur- 
poses, did not lend itself readily to 
take off of cost by individual pro- 
duct. We decided that cost finding 
could be accelerated if the individual 
entries by department and/or product 
could be reported to the cost and pay- 
roll department on individual slips. 
Processing this idea further, we de- 
cided to develop a time card with 
a perforation tear-off feature. An 
analysis of our operations indicated 
that a card which would provide 
at least five cost entries would satisfy 
multiple departmental and/or pro- 
duction entries in any particular 
day. It was then decided to include 
also an additional tear-off blank to 
record accumulated payroll inform- 
ation on any particular employee 
by simply designing another tear- 
off portion suitable for payroll pur- 
poses. 

We recognized the fact that, once 
the individual entries were separated 
from the time card, errors might de- 
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velop, due to incorrect reporting, for 
example, and we might be confronted 
with the problem of reconstructing 
the entire time card. To check-mate 
this drawback we provided for nu- 





Mr. Howard Roeser. who describes in 
this article the time-cutting. help-sav- 
ing payroll plan at the Shotwell firm. 


merical numbering of each and every 
perforation portion of the time card. 
This proved to be a very fortunate 
thought. At the end of the first 
quarter of this particular phase of the 
installation, we were confronted with 
the problem of an audit being made 
by one of the government agencies. In 
our particular instance, this agency 
was attempting to determine whether 
or not this concern had complied with 
the various labor laws then in effect. 
We were able to reconstruct our 
record with very little difficulty to 
its entire satisfaction, and in the 
course of the audit realized that this 
particular phase of our installation 
permitted more flexibility in solving 
any and all problems with which we 
were faced than our former plan. 

In our study of our payroll pro- 
cedure we realized that we were re- 
peating and copying information for 
payroll purposes several times over. 


We decided that we would be able 


to attain considerable saving in time 
and effort if we could develop some 
means to eliminate this duplicity. 
In our thinking we hit upon the 
idea, “Why not use the original 
writing wherever possible?” From 
this point we proceeded to study the 
payroll check and register that we 
were then using. We were using one 
of the latest systems available at that 
time as furnished by one of the larger 
systems concerns in the country, and 
up to this point were highly satisfied 
with the results attained. But, this 
system, like many others, required 
experienced help and a series of what 
we called “Old Traditional Opera- 


tions.” 


We found that this company was 
preparing a payroll register showing 
the social security number, clock 
number, name, hours worked each 
day, total hours for the week, over- 
time hours for the week, gross pay, 
and all the additional deductions 
down to the net check for each and 
every employee on the roll. We also 
found that we were copying sub- 
stantially all of this information on 
the stub of our payroll check. 


Preparatory Work Saved 


It was at this point that we decided 
to save ourselves a considerable a- 
mount of preparatory work: Eliminate 
the payroll register. Work from the 
bottom portion (“Payroll”) of our 
time card and pick up only the hours 
and the gross pay shown thereon 
and post this to our payroll check. 
Compute overtime and other deduc- 
tions required right on the check 
by comptometer down to the net 


check. 


In doing this we found ourselves 
confronted with the problem of sup- 
plying a social security record and a 
record of the check for accounting 
and bank reconciliation purposes. 
This suggested a very simple solution: 
Why not make a three part check, 
filing the social security copy by em- 
ployee and filing the 2nd copy of the 
check numerically for accounting and 
bank reconciliation purposes. 


While we were approaching the 
problem of our payroll check and the 
elimination of writing, we decided to 
change the position of the check stub 
from the top of the check to the bot- 
tom of the check to facilitate writing 
the information required and for 
ease of comptometer calculations. 

Next we reviewed the minimum re- 
quirements of all Federal and State 
Laws in regard to the furnishing of 
wage information to employees. We 
found that formerly we had listed on 
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the check stub the regular hours 
worked as well as overtime hours. 
The minimum legal requirement was 
simply the total hours worked. We 
therefore cut down the writing 
of one digit and a fraction. We 
also noticed that on our own former 
check we were required to write out 
the check number (at that time this 
number ran into six digits and a pre- 
fix.) To eliminate this writing, we 
ordered our checks pre-numbered. 
We next noticed that we were writing 
eut on the check stub the ending date 
of our pay period. We investigated 
our addressograph possibilities, and 
found that we could apply this infor- 
mation via our addressograph and 
at the same time imprint the name 
of the employee. on the check. We 
dropped the habit of writing the em- 
ployee’s social security number on 
the check and thereby saved the writ- 
ing of quite a few digits. 


There was one other thing that 
came to our attention in the prepara- 
tion of a payroll check: many con~ 
cerns had eliminated the traditional 
operation of writing in the amount 
of money on the check. They. simply 
inserted only a check writer impres- 
sion. We confirmed the acceptance of 
a check showing only the check writer 
impression with our bank and re- 
ceived complete assurance from them 
that we would experience no difficulty 
in fulfilling our payroll requirements 
and would not hinder them in any 
way in the process of clearing the 
checks. 


The direct result of redesigning 
our payroll check resulted in a sav- 
ings of approximately 35 per cent in 
the amount of time consumed to pre- 
pare the check preparatory to hand- 
ing it to our employee. This saving 
is over and above the amount of time 
saved by the elimination of the tradi- 
tional payroll register. 


Quarterly, Yearly Totals 


We had one other step to perform 
in addition to the payroll register: 
to provide the means of accumulat- 
ing, quarterly and yearly, the total 
earnings of our employees. We re- 
viewed our former record and found 
that we were computing the regular 
hours, overtime hours, regular pay, 
overtime pay, OAB deductions, vic- 
tory tax, income tax, war bond de- 
ductions. 


Again we reviewed the legal re- 
quirements in connection with wage 
and tax reporting and found that all 
our government requires is the re- 
porting of the total wages earned 
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Shotwell uses a three-part check: Orig- 
inal goes to bank: duplicate is payroll 
register: triplicate is social security 
record. Earnings record and time card 
are also shown. Shotwell uses only one 
other form: a request for check. (Cour- 
tesy American Business Magazine.) 


by each employee and the amount of 
victory tax or income tax withheld. 
We further investigated and found 
that at no time were we required to 
furnish the total hours worked by 
any individual employee or the total 
amount of OAB tax deducted from 
him for the year. Therefore we im- 
mediately issued instructions that the 
only totals to be taken off for social 
security and other payroll tax pur- 
poses were the total wages and the in- 
come taxes withheld. It was a simple 
matter then to devise an earnings 
record card to accumulate the de- 
sired information for payroll pur- 
poses. 


Results of this move were defini- 
tely apparent upon the completion of 
the first quarter after the installation 
of this system. We formerly had had ® ¢34g97l x | |e | 
difficulty in the preparation of our 
payroll tax reports prior to 
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payroll returns on the fifth working 
day following the close of the quarter. 


From the foregoing, it is apparent 
that we have been able to boil down 
our payroll system into three main 
forms: the time card, the three- 
part check, and the earnings record. 
The three-part check consists of the 
disbursing or bank check tendered 
the employee; the second part (white 

copy) for accounting and bank recon- 
* ciliation purposes; the third part 
(pink copy) for individual employee 
social security record. First and sec- 
ond copy are spot carboned. In ad- 
dition to these, we, of course, have 
what we term a clock card which re- 
cords the time punched in and out 
by each individual employee. To 
facilitate the handling of our new 
system we devised a “pocket” feature 
of assembling the earnings record 
card and the social security portion 
of the employee’s earnings copy of 
the check. 


Simple Preparation 


The actual preparation of the pay- 
roll is quite simple. Our clerks as- 
semble payroll portion of the time 
card for each individual employee 
at the end of the week and pick up 
the aggregate total in hours and 
money, and insert it in the proper 
place on the payroll stub. This form 
is designed to handle both the daily 
and weekly totals. After the em- 
ployee’s regular earnings and over- 
time have been calculated, the clerk 
is in a position to proceed with filling 
in the stub on the payroll check it- 
self. She merely copies the total 
hours worked, the overtime pay, and 
the straight time pay from the time 
card stub. She calculates, by means 
of a comptometer, the gross wages 
due. The OAB deduction is calcula- 
ted by inspection. The amount of 
withholding tax, war bond deduc- 
tions, etc., are derived from a card 
maintained in the department for 
such purposes. After she has inserted 
these deductions on the stub of the 
check, she deducts them from the 
gross wages held in her machine, 
and arrives at the net check. 


To facilitate balancing of the pay- 
roll, we break down our employment 
complement into groups of thirty-five 
people, each group having its own 
pre-determined controls. These are 
kept up daily as we proceed through 
the week thereby eliminating a peak 
load of calculation at the end of the 
payroll period. 


At one time during the war period 
we were forced by the shortage of 
factory help to hire casual labor. 
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These workers demanded their pay 
daily in cash, and although our en- 
tire system was set up to pay our 
employees their earnings by check, 
we were able to handle the cash 
payroll without any difficulty. We 
arranged with our printer to have 
a two-part form made up eliminating 
the check portion. 


Saves Many Hours 


This system requires, under con- 
ditions in our plant, approximately 
50 to 55 clerical hours per week to 
handle a payroll of from 300 to 380 
employees. This covers not only the 
time required to actually turn out the 
payroll, but to handle all reports and 
tax returns, whether they be weekly, 
monthly, quarterly, or yearly. Form- 
erly our requirements were 120 to 
150 hours per week to handle the 
same amount of detail. 


Of interest to some may be the 
procedure that we employ in the rec- 
onciliation of our payroll accounts. 
Since we have eliminated the tradi- 
tional payroll register, we do not em- 
ploy the usual method of checking 
off the cancelled checks returned by 
the bank against the entries in the 
payroll register. We file our checks 
by means of a special device in 
numerical sequence. An accounting 
department clerk fans through the 
cancelled checks and employs the 
“exception”: system. That is, writ- 
ing down the numbers of any can- 
celled checks that are not included 
in those returned by the bank. The 
next step is to refer to the second, 
or white copy, of the check and pick 
up the net amount of money shown 
thereon. The reconciliation from this 
point is made in the usual fashion. 


Reconciliation S peeded 

In the several years that we have 
employed this method we have ex- 
perienced no difficulty whatsoever, 
and as a result, we have been able to 
reconcile our payroll covering 300 
to 380 employees in approximately 
two to two and one-half hours per 
month. In the past, the accounting 
clerk required from eight to 16 hours. 


*Like many other companies, Shot- 
well pays employees by several meth- 
ods. There are straight-time em- 
ployees, piecework employees, hourly 
rate employees, and, in addition, all 
plant employees receive a produc- 
tion-bonus. 


The simplified system now in use 
has enabled the company to use un- 





*Following information is used through 
courtesy of American Business Magazine. 


trained, inexperienced help in_ its 
payroll department during a time 
when turnover rates in the office 
were high. Twice during the past 
year an inexperienced clerk has com- 
pleted the payroll job without pre- 
vious experience and without delay. 


Shotwell employees are paid one 
and one-half days after the closing 
of the weekly pay period. This would 
be impossible under the old method 
without more help. 


First step in the payroll job is to 
calculate the daily time from the 
clock cards and the time cards. The 
time cards are approximately four 
inches wide and eight inches long, 
perforated in six strips. The top 
five strips are used by the cost de- 
partment, and the bottom strip is 
used by the payroll department to 
record employee number, guarantee. 
daily hours, and daily overtime. 
These time cards are extended daily 
and kept until the payroll is made 
up. 

In starting the payroll, the checks 
come to the clerks with the em- 
ployee’s name, address, clock num- 
ber, and social security number ad- 
dressographed. The Shotwell check 
is a three-part form with a detach- 
able earnings statement which the 
employee tears off before cashing. 
The employee name and clock num- 
ber also appear on this detachable 
earnings record. 


Earnings Statement 

The earnings statement shows total 
hours, regular and overtime; gross 
pay; all deductions; and net pay. 
Part one, or the original, is the 
check proper; part two, or the dupli- 
cate, is a white form which serves 
as a payroll register; and part three, 
the triplicate, is a pink sheet which 
serves as the social security copy. 

Originally the checks were punch- 
ed at the end of mounting on a peg- 
board in case it was ever necessary 
to use pegboard accounting methods 
to balance the payroll. This proved 
unnecessary, and future checks will 
be made without this perforation for 

gboard use. 


Now, to go back to the time when 
the clerk receives the addressograph- 
ed checks. She has the week’s clock 
cards, the time cards or “tickets,” 
with the daily extensions on the 
time cards. With the aid of a cal- 
culating machine she calculates the 
total hours and total amount for the 
employee whose check she has. With 
this calculation she enters the amount 
on the earnings statement part of the 
check, showing total hours, regular 
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and overtime hours, and any other 
pay such as production bonus. 


Entry by Hand 


These figures are entered on the 
check by hand. Spot carbon on the 
detachable earnings statement copies 
the figures onto both the second and 
third parts of the torm. 

With the aid of the necessary de- 
duction records, calculations for all 
deductions are quickly made and 
entered on the check, just as the pay 
figures are entered. With the de- 
ductions totaled and deducted from 
the gross pay, the net pay is en- 
tered. 

As fast as 35 checks are completed, 
the figures are summarized and bal- 
anced—each unit of 35 checks is a 
control. 


Checks Quickly Made Out 


After the checks are all made out 
(and they are completed with sur- 
prising speed), the necessary totals 
are calculated, and the accounting 
department is furnished with a “re- 
quest for check” for the payroll. 
This form shows the accounting de- 
partment the accrued payroll, Fed- 
eral Old Age Benefit, income tax 
and war bond totals, as well as in- 
dicating the amount of the payroll 
which is tax exempt because of 
reaching the $3,000 figure. The re- 
quest for check is initialed by the 
treasurer, superintendent, payroll su- 
pervisor, and the accounting depart- 
ment. The check is then drawn and 
placed to the credit of the payroll 
account. 

At this point in describing the 
Shotwell payroll procedure, it is 
customary for someone to ask: “But 
where is your payroll?” 

In the sense of a long sheet with 
names, addresses, clock and social 
security numbers, amounts, deduc- 
tions, and all the other material usu- 
ally put on payrolls, there is no pay- 
roll at Shotwell. The time and 
clock cards serve this purpose. 
Copies of the checks are kept for 
other records. 

“How about the earnings rec- 
ords?” somebody asks. 

The pink copies, which are trip- 
licates of the checks, are filed in 
pockets designed for the purpose. 
At each quarter, these pink copies 
are fanned and counted to make sure 
there is a copy for each week work- 
ed. Then they are stapled with an 
ordinary office stapler. On a card 
(about 41% by 9 inches), quarterly 
totals from the pink check copies 
are entered on individual employee 
cards for the earnings record. This 
work is done during spare time 
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throughout the quarter and the quar- 
terly reports are always ready a day 
or two after the first of the month in 
which the report is to be made. The 
same cards carry war bond and in- 
come tax records for the employee. 
The duplicates of the checks—the 
white copies—are bound into a bind- 
er which serves as the check register. 
The checks are perforated with the 
exact amount by a machine, and 
signed by a machine. The equip- 
ment used in the system consists of 
the addressing machine (Address- 
ograph), calculating machine 
(Comptometer), check perforator 
and check signer, and a typewriter. 
Because of the small number of 
employees and the fact that a ma- 
chine would be needed only a few 
hours each week, the payroll figures 
are handwritten on the detachable 
part of the check. On larger payrolls 
it would probably be easier to use 
machines for this purpose, which 
would write and accumulate the fig- 
ures and prove them simultaneously. 
But with a small payroll, Shotwell 
prefers the handwriting method. 


Simplified Methods Necessary 

We first put in this system be- 
cause of the high turnover in ac- 
counting and clerical help during the 
war. We felt we had to simplify our 
methods so we could use untrained, 
inexperienced help when necessary. 
We have put clerks without previous 
training and almost no instruction 
to work in our payroll department, 
and had them get out the payroll 
with no delay. 

We are “sold” on simplified meth- 
ods. As soon as conditions become 
more normal we are putting the so- 
caled “bookless bookkeeping” in the 
accounts receivable department, in 
which the copy of the invoice, filed 
in a pocket, becomes the accounts 
receivable record, instead of ledger 
sheets bound in loose-leaf books. 

We proved this system during the 
war in our sugar records. We are 
in the candy business, and the sugar 
rationing rules permitted us to re- 
cover sugar in candies sold to the 
Armed Services, the Army post ex- 
changes, Navy ships’ service stores. 
At first, we set up a ledger system 
for recording all sugar which went 
into candy going to these customers. 
But we found we were not getting 
an accurate record. We bought the 
equipment for filing invoice copies in 
pockets and are using these copies 
as our records of sugar due us. The 
system has been much more simple 
and accurate. Hence, we are certain 
the same plan will work in accounts 
receivable when installed. 





Requests “Blue Book” and Data 


I have a copy of The Manufactur- 
ing Confectioner’s “Blue Book” 
edited in 1941 and would like to ob- 
tain a copy of a muore recent issue. 

If you can suggest what firms | 
can write to in connection with fully 
automatic hard candy fruit ball ma- 
chines, | will greatly appreciate it. 


Cuba 
Wants Automatic Machinery 


We are interested in machinery 
for making chocolate molded candies 
with centers inserted in the molds. 
We are interested in completely au- 
tomatic machinery to enable us to 
produce this type of merchandise on 
a large scale. 


—New York 
Asks for “M.C.” Reprints 


May we please have about one 
dozen reprints of your article 
“Chicleros Keep Us Chewing”? 


—Pennsylvania 


Directory Produces Contacts 


Just a note of appreciation for the 
fine service you have rendered us 
and thousands of other wholesale 
candy buyers throughout the country 
by the publication of your magazines 
Candy Merchandising and The 
Candy Buyers’ Directory. 


We have appreciated every copy 
and wouldn’t want to miss a copy 
for anything. In the publication of 
your magazines you are fulfilling the 
dreams of numbers of volume candy 
buyers. 


Your magazines have meant much 
to us and we have made several 
contacts through their pages. In 
every instance we have mentioned 
your magazines, for we feel that 
is the least we can do. 


Thanks for every copy, and we'll 
be looking forward to receiving each 
future copy. 

—North Carolina 
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NCA to Test New Candy Ingredients 


Several possible ingredients for candy which will in- 
crease the protein content of the finished confections 
will be tested during coming weeks at the U. S. Depart- 
ment of Agriculture’s Southern Regional Research Lab- 
oratory as a result of a meeting of the National Con- 
fectioners’ Ass’n. research committee held recently. 


O. B. Elmer, Elmer Candy Co., New Orleans, presided 
at the conference. Richard Linehan, Henry Heide, Inc.. 
New York; Lloyd Latten, Schutter Candy division of 
Universal Match Co., Chicago; Philip P. Gott, NCA 
president: S. H. Cady, Jr.. of the Council on Candy; 
and laboratory officials attended. 


Further study on legumes as candy ingredients will 
be confined to especially prepared soy products and 
peanut flours, it was decided. Additional attention will 
he given several types of yeast and modified pectin. Four 
specific pieces of experimental candy were earmarked 
for production and testing prior to the NCA convention 
io be held in Chicago in June. 


A preliminary “screening committee” was set up, to 
test and to submit comprehensive detailed reports on 
all samples. This screening committee will consist of 
Messrs. Elmer, Linehan, and Latten, plus Ernest Peaks. 
of New England Confectionery Co., Cambridge, Mass.: 
\. C. Carrington, Miss Saylor’s Chocolates, Alameda. 
Cal.: and Paul Sandell, Miss Morris Candies, St. Paul, 
Minn. Candies which pass this preliminary test will then 
be submitted to the NCA taste-testing committee. 

It was decided by the research directors that consid- 
erable confusion has resulted in the past from the var- 
ious flavors used in producing experimental batches, 
leading the taste-testers to vote for their favorite flavor. 
rather than concentrate attention on the special new 
ingredient incorporated in the candy. To eliminate this 
extraneous consideration, all candies hereafter are to 
use vanilla flavoring. 

The judging committee also will be urged to pass 
judgment on the candies, not from the specific stand- 
point of their adaptability to the line of any individual 
firm, but as possible products for the industry generally. 


Other Matters of Importance 


Other matters considered at the meeting included 
possible procurement of additional equipment for the 
laboratory, preparation of an exhibit on the research 
activities for the NCA Chicago convention, development 
of more frequent reports from the laboratory for pub- 
lication in the industry’s trade press, and concentration 
of research on the type of candies which are particularly 
high in carbohydrate content such as hard candies, 
creams, gums, and marshmallows. 


Importance of research as an adjunct of progressive 
industries was emphasized by Mr. Elmer. 

“The candy industry is marching arm in arm with 
other progressive American industries, large and small, 
toward new horizons opened up by the scientific research 
they are sponsoring,” he declared. “Wherever we look, 
we note that research to improve existing products and 
develop new ones bulks large in 1946 industry plans.” 

Research over the past 65 years is credited with creat- 
ing 15 new major industries and 15,000,000 jobs, Mr. 
Elmer pointed out. He cited the establishment of the 
Nutrition Foundation by the food industry in 1941, the 
growth of the Sugar Research Foundation, and Corn 
Industries Research Foundation, as proof of the the 
recognition by food interests of the need of research. 
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The NCA research project, in cooperation with the 
U. S. Department of Agriculture, was inaugurated Aug- 
ust 30, 1943, and has been carried on through funds 
supplied by the Council on Candy of NCA as part of the 
general program to build a greater market for candy. 


Government officals who met with the confectioners 
at New Orleans included: Dr. E. A. Gastrock, Dr. L. F. 
Martin, and Dr. H. H. Hall, the latter acting head of 
the agricultural chemical research division of the lab- 
oratory in charge of the candy project. These men and 
the directors of the entire laboratory—Dr. Walter M. 
Scott and Col. Harry P. Newton—attended the Council 
on Candy dinner in New Orleans on the night of Feb. 13. 


“Even though experiments to date have not revealed 
any practical method of producing 7 per cent protein and 
12 per cent fat in finished candies, the goal originally 
agreed upon as desirable, progress has been made,” 
Mr. Gott declared. “Some of the new ingredients to be 
tested seem especially promising.” 


NCWA Names Washington Body 


Announcement of the appointment of a “Washington 
Committee” for the National Candy Wholesalers Ass‘n., 
Inc., has been made by H. W. Loock, Baltimore, chairman 
of the board of directors and acting head of the associa- 
tion. 

The new committee will have under its supervision 
the review and study of matters which develop in the 
nation’s capital affecting the wholesaling of candy, such 
as OPA and other governmental regulations and legisla- 
tion. One of the first official acts of the new committee 
was to study the possible effect of the half-cent-per-pound 
increase in sugar price ceilings upon the manufacturer’s 
price to the jobber. 

The committee feels that, if the manufacturers decide 
to ‘petition OPA for a higher ceiling, the petition should 
be based on a reduction in the size of the bar, 
instead of an increase in the price per box, an announce- 
ment from the association’s Washington headquarters 
reveals. The announcement continues: 

“Only through the reduction in size of bar can the 
increase be passed on to the consumer. Any other basis 
would result in a price squeeze on the wholesaler or 
retailer or both, which would not be fair to either. 
Furthermore, the reduction in size of bar would serve 
to spread the available supply of scarce merchandise 
over more consumers, which in turn would help to re- 
lieve the shortage for all.” 

Those who have been named on the Washington Com- 
mittee thus far include: I. L. Saffer, Saffer-Simon, Inc., 
Newark, N. J.; J. Knox McConnell, McKeesport, Penna.; 
C. B. Poole, Caffney, S. C.; Mike Cohen, Cohen Bros.. 
Dallas, Texas; Pauline Schmeckebier, Schmeckebier 
Candy Co., St. Louis, Mo.: John Poetker, John Poetker 
& Son, Cincinnati, Ohio: Herbert Ebenstein, Wes- 
tern Candy Distributing System, Los Angeles, Calif.; 
M. J. Herrick. Sweetheart Candy Co., Bismarck, N. D. 
Mr. Loock will serve as ex-officio member. 

The Western Confectionery Salesmen’s Ass’n. will ob- 
serve March as NCWA month, according to an announce- 
ment by J. H. Kenworth, Chicago, president of WCSA, 


who has issued a proclamation following the one pre- 


viously issued by Mr. Loock. 


Mr. Kenworth has called upon the members of his 
organization to use every means to boost NCWA during 
the month and asked that each member secure one new 
member. He declared that the goal of his association is 
356 members for NCWA, one for each member of his 
organization. 
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Riboflavin Determination in Chocolate Milk: Com- 
parative Photochemical Losses in Chocolate 
and Whole Milk 


M. R. Sheltar, C. L. Sheltar, and J. F. Lyman, Journal 
of Dairy Science, Vol. 28, No. 11 (1945)—A rapid 
flourometric method for determining riboflavin appli- 
cable to chocolate as well as whole milk is described. 
Results compare closely with those for other flourometric 
methods and with the microbiological method. Chocolate 
milks lose riboflavin very slowly when exposed to sun- 
light, it was found, Average loss after four hours for 
five brands: about 12 per cent; whole milk: 80 per cent. 


Determination of Total Solids in Ice Cream Mix 
by Drying with Forced Heated Air, Part 2 


F. J. Doan and C. W. Livak, Journal of Dairy Science, 
Vol. 28, No. 12 (1945)—Eleven different samples of 
ice cream mix were analyzed in triplicate for total solids 
by ten different modifications of the “official method” for 
sweetened-condensed milk. Eleven different samples of 
sweetened-condensed whole milk were analyzed concur- 
rently in identical manner. Conclusions: “The Dietert 
Moister Teller, an apparatus employing forced heated 
air is capable of drying ice cream mix, sweetened-con- 
densed whole milk and sweetened-condensed skim milk 
conveniently and reasonably accurately for the purpose 
of determining the total solid content.” Results with 
procedures given are more accurate than the commonly 
used Monjonnier techniques when “official method” for 
sweetened-condensed milk is used as a standard of com- 
parison. Data raise question as to whether Mojonnier 
procedure should not specify longer drying period, as 
has been found necessary in case of sweetened-condensed 


milk. 


Volumetric Moisture Determination in Dairy Products 


Burdet Heinemann, Journal of Dairy Science, Vol. 28, 
No. 11 (1945)—-Increased use of continuous systems 
for dairy products processing requires faster analytical 
methods. Study compares various methods. Conclu- 
sions: Karl Fischer reagent found satisfactory for butter 
oil, butter, dry milk solids, and sweetened-condensed 
milk; not satisfactory for products containing over 20 
per cent moisture. Direct titration with Karl Fischer 
reagent found satisfactory when a glass-platinum elec- 
trode assembly was used with a Beckman pH meter. 


Application of Liquid-Liquid Extraction to the 
Fractionation of Coconut Oil 


W.R. Fish, M. H. Menaker, P. M. Althouse, and H. O. 
Triebold, Oil and Soap, Vol. 22, No. 12 (1945)—Edible 
coconut oil was subjected to liquid-liquid extraction with 
ethanol. Both the batch method and a continuous count- 
er-current extraction were used. Both methods yielded 
essentially similar results. Extraction effected separation 
of coconut oil into fractions different in composition 
from original oil. These were not simple enough in com- 
position, however, to ascertain glyceride structure of the 
oil. All glyceride fractions contained at least six and, 
in most cases, all eight fatty acids present in coconut oil. 
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Proportions of lower fatty acids (caproic to lauric), in 
general, decreased as extraction progressed. Proportions 
of higher fatty acids increased. “These facts,” say the 
authors, “were in agreement with changes in solubility, 
neutral equivalents, refractive indices. and iodine num- 
bers.” 


Food Yeast Growth in Peanut Protein Waste Liquors 


T. J. Klatt, E. D. Parker, A. F. Pomes, and N. J., 
Porges, Oil and Soap, Vol. 22, No. 12 (1945)—Peanut 
protein waste liquor supplemented only with an am- 
monium salt was found “an excellent medium for the 
propagation of food yeast, Torulopsis utilas, in batch and 
continuous processes. When nitrogen was provided to 
give a carbon/nitrogen ratio of 8/1, 100 grams of sugar 
yielded 48 grams of a high protein yeast that was com- 
parable in food value and vitamin content to food yeasts 
from other sources.” 


Determination of Moisture in Peanut Kernels 
Caroll L. Hoffpauir, Oil and Soap, Vol. 21, No. 11 


(1945)——A reexamination of oven methods of determin- 
ing moisture in peanut kernels and an analysis of the 
time, temperature, and pressure conditions needed to 
obtain the same moisture values when using either whole 
or ground kernels and when using either 50-gm. or 5- 
gm. samples of ground material. 


Fluorescence Measurements as a Quality 
Control Technique in Food Processing 


Jesse A. Pearce, Food in Canada, Vol. 5, No. 6 (1945) 
—Part 1. The history and nature of fluorescence are given. 
Vitamin .analysis by fluorescence. Detection of adultera- 
tion by fluorescence of oils and fats. Part 2 (Vol. 5, No. 
7) A discussion of methods developed for testing quality 
of dried egg powders. Part 3 (Vol. 5, No. 8) Describes 
investigations on dried eggs using fluorescence as a 
measure of quality. Part 4 (Vol. 5, No. 9) Describing use 
of fluorescence tests as an aid in studying the effect of 
the method of packing, storage temperature and humid- 
ity, and biscuit constituents on keeping quality. Fluor- 
escence increase bears a fairly close relation to palatabil- 
ity decrease in biscuits during storage. Increasing the 
amount of sugar retards fluorescence development and ef- 
fects slight improvement in palatability after storage. 


Amino Acids from Sugar 
Noel F. Albertson and B. F. Tullar, Winthrop Chemical 


Co., Journal American Chemical Soc. 67,502 (1945) — 
So much is being written currently about the amino acids 
that a new method of synthesis is news. Since in nature 
these substances must be derived from sugar as the pri- 
mary product of photosynthesis and progenitor of all 
other organic materials, an in vitro synthesis of an amino- 


acid which has been so prepared is D, L-histidine. 
Essential Oils from Quebec Conifers 
J. Risi and M. Brule, The American Perfumer, Vol. 


8, No. 1 (1946) — Investigation on yield of needle oils 
from various conifer branches and on physico-chemical 
properties of these oils. Adar, balsam fir. pine, spruce, 
and hemlock were studied. 
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M OVE over Atlantic City and 
Viami Beach . . . make room 
| for “Miss Candy of 1946” !!!! 
“Who is the most beautiful of 
the thousands of girls employed 
in candy plants across the nation?” 
| That’s the $64 question being 
) asked by the Council on Candy 








“Call Jor Miss Candy, of 1946” 


of the National Confectioner’s As- 
sociation. 

The Council proposes to find an 
answer to that interesting question 
before the festivities are over on 
the night of Thursday, June 27. 
the date of the NCA banquet to be 
held in the Grand Ballroom of the 
Stevens Hotel, Chicago. 

Mr. John H. Reddy, Council 
chairman points out that the selec- 
tion of “Miss Candy of 1946” will 
result in considerable publicity. The 
lucky young lady is to be picked to 
prove that girls to whom candy is 
readily accessible and who enjoy 
eating it, may have the fresh com- 
plexions and “pin-up” figures which 
characterize beauty contest winners. 

Entries may be submitted by any 
active member of the NCA. Each 
company may use whatever method 
it prefers in selecting its entrant. 

For a candidate to be eligible. she 
must be: 

1. A bonafide plant employee 
of the company sponsoring 
her with a record of one year 
of service, as of June 27, 


1946. 


2.-Between the ages of 18 to 

26 inclusive. 

3. Unmarried. (Widows and di- 
vorcees are eligible.) 

1. Fond of candy and a consis- 
tent consumer of candy. 

A committee of three judges 
will be appointed by the contest 
director and the decision of these 
judges throughout all phases of 
the contest will be final. (We 
also have it on good authority 
that all applications for the 
position of judge should get 
their statements of qualification 
in early!—-Ed.) 

Flash: At press time NCA revealed 
the following had “agreed” to be 
judges: Maurice Seymour, salon 


‘photographer; Edw. Grant, artist; 


Patricia Stevens, Stevens Models’ Bu- 
reau. 

The eight finalists in the contest 
will be picked from photographs. 
The eight finalists will also be pre- 
sented at the June 27, banquet and 
dinner dance, where the final judging 
will take place with the help of the 
audience and the judges. Votes from 
the audience will count as one-fourth. 



















Now that War-time restrictions have 
been removed, our Service Staff—the 
same staff of nationally known produc- 
tion men—are going back into action 


to help you in your post-war plans. 








Industry as a 


75 Varick St, 
NEW YORK 13, N. Y. 


SOLE SELLING AGENTS FOR 


AMERICAN LECITHIN COMPANY 


THE 
STANDARDIZED LECITHIN 


AND OUR "KNOW-HOW" 
ARE AN UNBEATABLE TEAM 


Fifteen years ago we introduced YELKIN to the Confectionery 

drs control factor—its universal acceptance 
and use today substantiates our every claim—Yes, we know 
lecithin and how to use it. Our Service Department is anxious 
to be of assistance to you. Write today. 


ROSS & ROWE, INC. 





Wrigley Bidg. 
~ CHICAGO 11, ILL. 
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“M.C.” BOOK REVIEWS 











The Chemical Formulary, Volume Vil, H. Bennett, 
Editor-in-Chief, 474 pages. Price $6.00 


Confectionery manufacturers will find this newest 
edition to the previous six volumes particularly helpful, 
as it contains exceptionally thorough and concise chap- 
ters on flavors (Chapter III) and on food products 
(Chapter VII). Specific candy formulae are thoro- 
ughly treated. 


In addition the work contains new ideas, new processes, 
and new formulae which have been chosen for universal 
usefulness. All material is crossindexed for rapid refer- 
ence. An alphabetical list of chemical supplies and sup- 
pliers will also be found helpful. 





The Spice Handbook, J. W. Parry, 254 pages, fully 
illustrated. Price $6.50. 


Writing with a background of nearly a quarter cen- 
tury experience in the manufacturing and distribution 
of foodstuffs and the milling and sale of spices, the 
author has compiled a highly readable and informative 
handbook on the properties of barks, rhizomes, fruits, 
seeds, and herbs. His thorough treatment of the subject 
—about which very little has been written heretofore— 
makes the book a helpful guide for manufacturers, im- 
porters, and salesmen in the field. The careful system of 
grouping properties and other details, together with the 
numerous good illustrations, permit quick and accurate 
recognition and identification of spices, seeds, and herbs. 
Valuable, ready information is also given on the uses of 
spices as flavors in foodstuffs, degree of grinding, weight 
and style of packaging, essential oil content of spices, 
adulterations and adulterants. A valuable appendix furn- 
ishes convenient data on the Pure Food Laws, the Pro- 
visions of the Spice Trade Ass’n, contract forms, and 
tabulated distances. 





The Efficient Use of Fuel, Prepared Under Direction 
of Education Subcommittee of the Fuel Efficiency Com- 
mittee of the Ministry of Fuel and Power, with Forward 
for the American Edition by J. C. Olsen, Ph.D., 807 
pages, illustrated. Price $8.50. 


This comprehensive study is an illustrated text book 
that skilfully and accurately discusses the use of all fuels 
for industrial purposes. Emphasizing the efficient use of 
fuel, the volume may well be of permanent value to all 
persons concerned with effective industrial use of fuel. 
The student and technical man in industry will find it 
handles the subject both authoritatively and practicaly. 


Coal—that all-important fuel—is carefully studied in 
the first three chapters. Origin, properties, derivatives, 
storage, conservation, all are minutely detailed for the 
reader. 


Theories and principles of combustion and gasifica- 
tion and the study of combustion in practice provide 
quick and valued reference data. 
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Engineers and executives will find the thorough ex- 
planations of equipment satisfactory for burning all 
types of fuel (such as coal, solid fuel, fuel oil, industrial 
gases) particularly helpful and complete. 

Persons interested in boiler efficiency and testing, 
water purification and auxiliary boiler equipment, and 
boiler settings will find ready answers in the concise 
chapters. 

Utilization of steam for industrial processes, central 
— drying, and evaporation is also carefully analyz- 


The reader-looking-for-help will also find excellent 
chapters on automatic control, use of various necessary 
instruments, and sampling and analysis of coal and gases. 

Plant operators will find the chapter on “The Selec- 
tion of Fuels for Industrial Purposes” worthy of close 
study. Cost and operational factors determining selection 
of fuels and analyses of the characteristics of available 
fuels are comprehensively discussed and explained. How 
important is this phase of industrial fuel use the reader 
may determine from the author’s statement: 


“A 20 per cent increase output in the same 
plant and with the same labor costs is ob- 
viously a very big items and may easily be 
achieved—or lost—by the selection of fuel, 
equipment and instruments, thus greatly affect- 
ing the cost per unit of output although the 
cost of fuel per se may remain neigligible as 
an apparent item in the process costs.’ 


Three excellent appendices, on “The Survey of British 
Coals,” “Steam Tables,” and “Entropy” further contri- 
bute to making this study a “very complete and authori- 
tative text,” as the publishers state, for all engineers and 
technologists who are interested in the economic utili- 
zation of all types of fuels for the production of heat and 
power.” 


Glycerin Its Industrial and Commercial Applications, 
Georgia Leffingwell, Ph. D., and M. A. Lesser, B, Sc., 
302 pages. Price $5.00. 


A thorough survey of the large number of industrial 
products containing glycerin. Each chapter covers use 
of glycerin in a particular branch of industry. In the 
book’s 30 chapters are included such branches as: ad- 
hesives and cement, packaging materials, paper, pro- 
tective coatings, foods, glycerin derivatives, glycer in 
uses. Carefully selected formulae and an extensive bibli- 
ography are provided. 


The clear, simple style makes the work a practical 
treatise for chemists, manufacturers, salesmen, industrial 
workers, and students, and offers many useful hints for 
utilization of glycerin in products and formulation of 
new compounds. 


Conference Leader Training, Edward S. Maclin and 
Paul T. McHenry, 78 pages. Price: $2.50 

A concise manual on “learning the underlying prin- 
ciples of conference leading through individual study 
and by observing an experienced leader at work.” 

The book presents in practical form various devices 
used in dealing with different situations as well as tech- 
niques involved in planning and leading a discussion. 

The chapter on “Setting Up a Conference in Your 
Own Plant or Department” is particularly helpful for 
manufacturers and their personnel staffs. 
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THE INDUSTRY'S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Assorted Chocolates Analyzed this Month 


CODE 3A46 
Assorted Chocolates—1 lb. 80c 


(Sent in for Analysis No. 4466) 


Appearance of Package: Good. 

Box: One layer type, embossed in 
gold and black, white paper wrap- 
per, gold seals on ends. 

Appearance of Box on Opening: Fair. 
See Remarks. 

Number of Pieces: 16 Light coated, 
12 dark coated, 1 partly dipped 
marshmallow paste, 1 partly dipped 
almond glace. 

Coatings: Light and dark: Good. 
Colors: Good. 
Gloss: Fair. 
Strings: Good. 
Taste: Good. 

Dark Coated Centers: 
Nut nougat: Good. 
Nut Chew: Good. 
Cream and assorted nuts: Good 
Vanilla Caramel: Good. 
Almond Cluster: Good. 
Nut Cream: Good. 
Caramallow: Good. 
Walnut Cluster: Good. 
Jelly and nut: Good. 
Fruit and nut cream: Good. 

Light Coated Centers: 

Raisin caramel: Good. 

Buttercream: Good. 

Almond Cream: Good. 

Fudge and Marshmallow: Good. 

Nut Nougat: Good. 

Fruit Nougat: Good. 

Nut Crunch: Good. 

Orange Cream: Good. 

Vanilla Fudge: Good. 

Taffy Chips: Good. 

Partly dipped paste and marshmal- 
low: Good. 

Partly dipped Almond Glace: Good. 

Assortment: Good. 
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Remarks: Box is too large. Consider- 
able dust, etc., all over chocolates, 
spoiling the finish. Suggest a di- 
vider be used. Candy is of very good 
quality and well made. We suggest 
pieces be made smaller as the ccat- 
ings melt on the hands before 
a number of the very large pieces 
can be eaten. 


CODE 3B46 
Assorted Chocolates—1 lb.—$1.50 


(Purchased in a retail food store, 


Chicago, Ill.) 


Appearance of Package: Good. 

Box: Two layer type, extension bot- 
tom full telescope, dark brown em- 
bossed in gold and blue, cellulose 
wrapper. 

Appearance of Box on Opening: Good. 

Number of Pieces: 24 dark coated 
pieces, 18 shell pieces, 4 chocolate 
panned almonds, 4 solid chocolate 
milk chocolate fancy moulded pieces. 

Coating: Dark. 

Color: Good. 
Gloss: Fair. 
Strings: Very poor. 
Taste: Fair. 

Centers of Regular Coated Pieces: 
Nut Cream: Fair. 

Nut Chew: Tough and tasteless 

Chocolate Caramel: Fair. Burnt 
taste. 

Pink Jelly: Rank flavor. 

Jelly and Vanilla Cream: Fair. 

Butterscotch: Poor. 

Jelly: Could not identify flavor. 

Ganach: Good. 

Apricot: Hard and dry—could not 
eat. 

Centers of Shell Pieces: 


Dark Cream: Could not identify 
flavor. 

Praline Paste: Good. 

Kernel Paste Cream: Good. 

Yellow Cream: Fermented. 

Filbert and Praline Paste: Good. 

Solid Milk Chocolate Pieces: Good. 

Chocolate Panned Almonds: Good. 

Assortment: Too small. 

Remarks: Coating is not up to the 
standards used on this priced choco- 
lates. Suggest flavors be checked up 
also some of the centers. At the 
price of $1.50 the pound the finest 
flavors and other materials can be 
used. 

The Clinic has examined far bet- 
ter chocolates at one dollar the 
pound. 


CODE 3C46 
Assorted Chocolates—1 1b.—$1.00 


(Sent in for Analysis No. 4464) 


Appearance of Package: Good. 

Box: Two layer type, extention edge 
top and bottom, red paper embossed 
in gold. Gold cord and tassel cel- 
lulose wrapper. 

Appearance of Box on Opening: Fair. 

Number of Pieces: 29 dark coated, 1 
foiled, 2 cellulose wrapped caramels. 

Coating: Dark: Good, 

Color: Good. 
Gloss: Fair. 
Strings: Fair. 
Taste: Fair. See Remarks. 

Centers: 

Maple Cream: Good. 

Vanilla Cream: Good. 

Chocolate Cream: Good. 

Pink Cream: Could not identify 
flavor. 

Cordial Cherry: Good. 

Chew: Tough, lacked flavor. 
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Nougat: Good. 

Vanilla Chew: Good. 

Nut Taffy: Good. 

Peppermint Cream: Good. 

Wrapped Caramel: Tough and 

lacked flavor. 

Assortment: Too small for a dollar box. 
Remarks: Coating is not up to the 
standard used on dollar chocolates. 
Centers were of cheap quality. The 
Clinic has examined better choco- 
lates at 70c and 75c the pound. 





CODE 3D46 
Assorted Chocolates—1 lb.—95c 


(Purchased in a retail store, San 
Francisco, Calif.) 


Appearance of Package: Fair. 

Box: One layer type, white printed in 
purple and gold. 

Appearance of Box on Opening: Good. 

Number of Pieces: 22 light coated, 9 
dark coated, 4 caramels, cellulose 
wrapper. 

Coatings: Light and dark. Good. 
Colors: Good. 

Gloss: Good. 

Strings: Good. 

Taste: Good. 

Dark Coated Centers: 

Fruit nougat: Good. 
Vanilla Caramel: Good, 
Molasses Chew: Good. 
Pink Cream: Too hard to eat. 
Fruit Caramel: Good. 
Light Coated Centers: 
Nut chips: Good. 
Chocolate Nut Caramel: Good. 
Vanilla Caramel: Good. 
Fruit Caramel: Good. 
Cashew Clusters: Good. 
Almond Clusters: Good. 
Raisin Clusters: Good. 
Pecan Clusters: Good. 
Wrapped Vanilla Nut Caramel: 
Good. 
Wrapped Chocolate Caramel: 
Lacked a good chocolate taste. 

Assortment: Too small for a one pound 
box. 

Remarks: Quality of the chocolates 
is very good. Neatly packed. Sug- 
gest four to five more centers be 
added as assortment is too small. 
Suggest a cellulose wrapper. 


CODE 3E46 

Assorted Chocolates—1 lb.—98c 

(Purchased in a department store, 
N.Y.C.) 

Appearance of Package: Good. 

Box: Two layer type, full telescope, 
cellulose band, white embossed 
paper, embossed in blue and gold, 
name in purple. 

Appearance of Box on Opening: Good. 

Coating: Dark. 

Color: Good. 
Gloss: Good. 
Strings: Good. 
Taste: Good. 

Number of Pieces: 55, 2 foiled pieces, 
2 Jordan Almonds. 

Centers: 
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Follow This Candy Clinic 


Schedule When Sending Samples 


The monthly schedule of the Candy Clinic is listed below. 
When submitting items, send duplicate samples by the Ist 
of the month preceding the month scheduled. 


JANUARY—Holiday Candies 


Kinds of Candies 


FEBRUARY—Hard Candies; Chewy Candies; Caramels 
MARCH—One-Pound Boxes of Assorted Chocolates 
MAY—Easter Candies and Packages; Molded Goods 
JUNE—Gums and Jellies: Marshmallows 

AUGUST—Summer Candies and Packages: Fudge 
SEPTEMBER—Bar Goods of all Types 

OCTOBER—Salted Nuts; 5c-10c-15c-25c Packages; Different 


NOVEMBER—Cordial Cherries: Panned Goods; Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year; Special Packages: New Packages 























Pink Cream: Could not identify 
flavor. 

Jelly: Could not identify flavor. 

Vanilla Marshmallow: Good. 

Nougat: Good. 

Fruit Paste: Good, 

Chocolate Nut Caramel: Good. 

Vanilla Cream: Good. 

Chocolate Caramel: Good. 

Chocolate Paste: Good. 

Cordial Cherry: Good. 

Molasses Chew: Good. 

Maple Cream: Fair. 

Orange Cream: Good Flavor. Cream 

a trifle dry. 

Raspberry Jelly: Fair. 

Vanilla Caramel: Good. 

Brazils: Good. 

Taffy Chew: Good. 

Raisin Cluster: Good. 

Pecan Cluster: Good. 
Almonds: Good. 

Filbert Clusters: Good. 

Jordan Almonds: Good, 

Assortment: Good. 

Remarks: Too many fruit paste pieces 
were used. Some of the pieces need 
checking up for flavors. Suggest a 
few hard candy centers be added to 
the assortment. 


CODE 3F46 


Assorted Specialties 
l lb., 3 ozs.—$1.00 


(Purchased in a retail candy store, 
San Francisco, Calif.) 


Appearance of Package: Good. 

Box: One layer type, brown printed 
in dark brown, white paper wrapper, 
tied with brown grass ribbon. 


Appearance of Box on Opening: Good. 





Number of Pieces: 9 light coated, 9 
dark coated, 2 coconut rolls undip- 
ped, 4 caramels partly dipped, 2 nut 
jellies, 2 caramels cellulose wrapped, 
fudge not roll, 2 cellulose wrapped 
nougats, 2 chocolate and mint 
marshmallows, 1 chocolate and van- 
illa marshmallows. 

Coating: Light and Dark. 

Colors: Good. 
Gloss: Good. 
Strings: Good. 
Taste: Good. 
Dark Coated Centers: 
Peanut Cluster: Good. 
Chocolate Nut Caramel: Good 
Vanilla Cream: Good. 
Almond Cluster: Good. 
Nut Nougat: Good. 
Nut Chew: Good. 
Chocolate Fudge: Good. 
Mint Nut Nougat: Good. 
Light Coated Centers: 
Vanilla Cream: Too dry. 
Vanilla Nut Caramel: Good. 
Kernel Paste: Good. 
Vanilla Caramel: Good. 
Vanilla Nut Cream: Too hard to 
eat. 
Vanilla Nut Fudge: Good. 
Nut and Fruit Solid Chocolate 
Square: Good. 
Partly coated centers of Nut Cara- 
mels: Good. 
Coconut Rolls: Good. 
Caramels, cellulose wrapper: Good. 
Chocolate Nut Fudge: Good. 
Chocolate and Vanilla Marshmal- 
low: Good. 
Chocolate and Mint Marshmallow: 
Good. 
Nougat, cellulose wrapper: Good. 
Layer Chocolate Fudge and Nut- 
Nougat: Good. 
Assortment: Good. 
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CLOVE OIL 


Clove oil finds its biggest 
use in hard candy. It is also 
good for clove mints, and 
used in chewing gum some- 
times as a blend with cinna- 
mic aldehyde. It may be used 
in chocolate coatings to de- 
velop a distinctive flavor. 


Today Lueders is one of 
the largest distillers of clove 
oil. We invite you to con- 
sider clove oil U.S.P. XII 
G. L. from (Zanzibar) buds 
as a flavor improvement to 
your candy line. 


Established 1885 
George 


Lueders 


& Co. 


427-29 Washington St. 
New York 13 


CHICAGO, 510 N. Dearborn Street 
SAN FRANCISCO, 56 Main Street 
MONTREAL, CAN., 36! Place Royale 


Repr. in Philadelphia and St. Louis 
Los Angeles and Toronto 





Remarks: Quality of candy is good. 
Suggest the vanilla cream centers 
be checked because two were too 
hard to eat. One of the best boxes 
of assorted candies that the Clinic 
has examined this year. 





CODE 3G46 
Assorted Chocolates—1 Ib—$1.40 
(Purchased in a retail candy store, 
nm. 2S) 
Appearance of Package: Good. 
Box: Two layer, slip cover bottom 
dark brown tied with brown ribbon. 
Appearance of Box on Opening: Good. 
Number of Pieces: 27 dark coated, 6 
light coated coco balls, 4 pralines, 4 
chocolate Ganach, 5 almond paste 
half dipped acorns, 6 assorted al- 
mond paste fruits. 
Dark Coated Pieces: 
Nut Ting Ling: Good. 
Nut Paste: Good. 
Coffee Cream: Good. 
Peppermint Cream: Good. 
Nut Chip: Good. 
Almond Paste: Good. 
Nut Paste Center: Good. 
Light Coated Pieces: 
Pecan Wafers: Good. 
Ganach: Good. 


+ 


Satin and Novelty 
Effects 


4 and 
1 Patriotic Ribbons 


"'Where Quality 
Merchandise 
Costs No More" 











Nut Pralines: Good. 
Two layer Pralines: Good. 
Cocoa Truffles: Good. 
Acorns: Good. 
Assorted Almond paste’ Fruits: 
Good. 
Assortment: Too small, for a one 
pound box. 

’ Remarks: Suggest four or five more 
centers be added to improve the as- 
sortment. Quality of chocolates very 
good, workmanship very good. The 
best of its kind that the Clinic has 
examined this year. 





CODE 3H46 
Assorted Chocolates—1 lb.—$2.00 


(Purchased in a retail food store, 
Chicago, IIl.) 

Appearance of Package: Fair—see Re- 
marks. 

Box: Square, two layer type, full tele- 
scope bottom dark brown, top white 
printed in brown, Cellulose wrapper. 

Appearance of Box on Opening: Fair. 

Number of Pieces: 41 dark coated 
chocolate, 11 light coated, unwrapped 
caramel. 

Coatings: Light and dark: Good. 
Colors: Good. 

Gloss: Fair. 
Strings: Fair. 
Taste: Good, 
Centers: Dark coated. 
Nut Nougat: Good. 
Nut Paste: Fair. 
Raisin Cluster: Good. 
Fruit Paste: Fair. 
Chocolate Paste: Good. 
Chew: Fair. 
Kernel Paste: Good. 
Nut Ganach: Good. 
Orange Peel: Too hard to eat 
Cordial Cherry: Good. 
Glace Cherry: Good. 
Date: Good. 
Cashew Cluster: Good. 
Filbert Cluster: Good. 
Solid Chocolate and Filbert: Good 








221 State St. 
Boston 9, Mass. 





Since 
Quality Supplie 
for 


Candy Craftsmen 


Importers — Distributors 
Manufacturers 


H. A. JOHNSON CoO. 


28 N. Moore St. 
New York 13, N. Y. 





1 





877 
s 


WHAT EVERY SUGAR BUYER 


Service, like commodities, has monetary 
value When placing sugar orders 
through a Broker, get the added dollar- 
and-cents value of constructive sugar 
service. It costs no more. 


B. W. DYER & COMPANY | 


ANY u “ : / Sugar Economists and Brokers 
120 Wall St., New York 5, N. Y. 


Phone WH 4-8800 








SHOULD KNOW 
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Sugared Almond and Solid Choco- 
late: Good. 
Pineapple: Good. 
Half Dipped Almond Glace: Good 
Shell Piece Ganach: Good. 
Shell Piece Filbert and Ganach: 
Good. 
Centers: Light coated. 
Jelly: Could not identify flavor 
Quince Jelly: Good. 
Pineapple: Good. 
Apricot: Too hard to eat. 
Fruit Paste: Good. 
Orange Peel: Good. 
Vanilla Caramel: Good. 
Assortment: Good. 
Remarks: Some of the dark coated 


pieces had bloomed. Careless dipping. 
Cheap box for a $2.00 seller. The 
Clinic has examined better choco- 
lates at $1.00 the pound. 


CODE 3146 
Assorted Chocolates—1 lb.—$1.50 


(Purchased in a drug store, Chicago, 


Il.) 


Appearance of Package: Good. Cellu- 
lose wrapper. 

Box: Two layer, full telescope type, 
white embossed paper, embossed in 
gold. Red ribbon on two corners. 


Appearance of Box on Opening: Fair. 





WE OPERATE IN 
THE WHITE MARKET 


. . and know our way around! As 
long-time sweetening specialists, we 
can save you time, money and an- 
noyance in meeting today's prob- 
lems. You can have definite proof 
simply by contacting our nearest 
office. 


BETTER 


SUGAR 
SERVICE 


FUCHS 
& COMPANY 


NEW YORK 


96 WALL ST. BOwling Green 9-7171 


PHILADELPHIA 


465 DREXEL BLDG. Market 5258 





RL. TAFT Co. 
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For the Best Dutc 


h Process Coco © 


Number of Pieces: 24 dark coated, 17 
light coated. 
Coatings: Light and dark: Good. 
Color: Good. 
Gloss: Poor. 
Strings: Bad. 
Taste: Fair. 
Dark Coated Centers: 
Chip: Good. 
Caramallow: Good. 
Orange Cream: Good. 
Vanilla Chew: Poor. 
Vanilla Caramel: Good. 
Mint Marshmallow: Good. 
Almonds: Good. 
Vanilla Fudge and Caramel: Good. 
Nut Cream: Fair. 





nd Chocolate 


SOLVAY “74 Geade 
Potassium Carbonates 


Delicious “Dutch Process” Cocoa and Chocolate 
call for treating chocolate beans with a high 
grade, pure potassium carbonate. Leading man- 
ufacturers have found the perfect product in 


SOLVAY Potassium Carbonates. It gives sure, 


even results every time. 


Available in: 
Calcined 99-100% 
Hydrated 83-85% 
Liquid 47%. 


“CONTROLS THE QUALITY AND PURITY OF YOUR CHOCOLATE AND COCOA” 


SOLVAY SALES CORPORATION 


Alkalies and Chemical Products Manufactured by 


The Solvay Process Company 
40 Rector Street 


New York 6, N. Y. 





























DRYING... 
MOLDING... 
FERMENTATION ... 


= 


For over 30 years, NULOMOLINE has been used 
in caramels, creams, fudge, nougat, jellies, marshmal- 
low, marzipan and lozenges, to keep candies fresh 
until consumed. 


Furthermore... under existing conditions... 
NULOMOLINE may be used to replace all or part 


of the corn syrup normally used. 


Replace corn syrup with NULOMOLINE on 
a pound-for-pound basis, or, better yet, 
forward us your formulas, and we shall 
be glad to advise specific amounts of 


NULOMOLINE to be used. 
NULOMOLINE SERVICE is at your service! 


THE NULOMOLINE COMPANY 


Manufacturers of Nulomoline 


STANDARDIZED INVERT SUGAR AND SYRUPS 
120 Wall Street, New York 5, N. Y. 


330 East N. Water St. 751 Terminal St. 
Chicago 11, Illinois Los Angeles 21, Calif. 


NULOMOLINE LIMITED: 1410 Stanley St., Montreal 2, Canada 





























Vanilla Cream: Good. 
Light Coated Centers: 

Hard Candy Nut Blossom: Good 

Peanut Nut Blossom: Good. 

Vanilla Chew: Poor. 

Walnut: Had an old taste. 

Pecans: Good, 

Chocolate Cream: Good. 

Filbert Cluster: Good. 

Maple Nut Cream: Good. 
Assortment: Entirely too many creams 
Remarks: Very poor dipping and 

stringing. Quality of centers and 

oating is not up to the $1.50 a 

ound class. The Clinic has examined 

better chocolates at 80c the pound. 

Very cheap dividers and box had a 

heap appearance when opened 

CODE 346 
Assorted Chocolates—1 lb.—80c 


Purchased in a retail food store, 


Chicago, Ill.) 


Appearance of Package: Fair. 
Box: One layer type, brown center of 
cold and red, name in white. 
Appearance of Box on Opening: (:00d. 
Number of Pieces: 40. 
Coating: Light. 
Color: Good. 
Gloss: Good. 
Strings: Good. 
Taste: Good, for this priced candy 
Centers: 
Nut Crunch: Good. 
Chocolate Creams: Good. 
Chocolate Caramel: Fair. 
Almonds: Good. 
Vanilla Cream: Good. 
Pink Jelly: Could not 
flavor. 
Fruit Jelly: Good. 
Nut Clusters: Good. 
Chocolate Mint Fudge: Good 
Walnuts: Good. 
Molasses Chew: Good. 
Nut Nougat: Good, 
Solid Chocolate and Nuts in cup: 
Good. 
Orange Colored Gum: Could not 
identify flavor. 
Coconut Taffy: Good. 
Assortment: Good. 
Remarks: One of the best boxes of 
chocolates at this price that the 





SYRUPS Glace Fruits 


TOPPINGS SODA FOUNTAIN FRUITS 
7ée C. M. PITT & SONS CO. 


KEY HIGHWAY * BOYLE & HARVEY STS. + BALTIMORE 30, MD. 
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SPEAS} 


SET THE STANDARD FOR QUALITY 
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poh eaten es" e on Sor more than a half a cialis Speas has led the 

making. totic: jellies ld in improving the quality of apple products. 

ear after year able techniciags have worked in well- 

equipped laboratories to impfove every product that 

CONFECTO-JEL bears the Speas label. Thatfis why you can always 
A powdered Pectin depend on Speas for Qualigy ! 


product for making 
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APPLE VINEGAR 


and other Apple —| PLANTS IN APPLE REGIONS FROM 















THE ATLANTIC TO THE PACIFIC 
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clinic has examined in some time. Assorted Chocolate Centers: - Liquid Caramel: Good. 
Suggest some of the flavors be Brazil Dipped in Vanilla Caramel: Walnut and Chocolate paste: Good. 
checked up as they are not up to Good. Orange Cordial: Good 
standard Nut Hard Nougat Stick: Good. Almond Paste Peach: Good. 
Fruit Jelly Almond Paste: Good. Assortment: Good. 
Praline: Good. Remarks: The Clinic has examined a 





CODE 3M46 Orange Fruit: Good. number of boxes of this type of cho- 











Assorted Shell and Solid Fancy Shapes: Good. colates in the past two years and can 
Regular Chocolates—1 lb.— $3.50 Cherry On Stem: Good. say that the centers in this assort- 
Milk Chocolate Coated Nut Crunch: ment are far better in quality and 
(Purchased in a department store, Good. flavor than any that we have ex- 
Chicago, III.) Cordial Cherry: Good. amined. We suggest that in a few 
Appearance of Package: Good. Nut Paste: Good. pieces the flavors be checked up as 
Box: Buff colored suede, top emboss- Almond Paste: Good. we could not identify. Box is very 
ed in gold tied with light gold cord Buttercream: Good. neat and attractive. Findings are ex- 
and tassel, cellulose wrapper. Pink Cream: Could not identify ceptionally attractive. Workmanship 
Appearance of Box on Opening: Very _flavor. : : on chocolates and also the packing 
Chocolate Almond Caramel: Good. were of the best. 





good. The most elaborate box and : _ * 
Mint Chocolate Paste: Good. india 






















findings that the Clinic has ex- cae * : 
amined in a number of years Cordial Pineapple: Good. 
c... “a "gies Butterscotch: Tough and stuck to CODE 3S46 
Suede embossed liner, also liner 
; Nie ge 2 oie the teeth. Coconut and Cereal Bar 
of gold toil. Embossed brown board . Ti: ' . . 
* 7 ee Half Dipped Acorn Nut Glace: Good 1/2 ozs.—5c 
layer book with tassel, describing , ~ 
a hl Ee cy weer MPa 2 Date and Nut: Good. , 
egal 6 . ae packed Shell Pieces: (Purchased in a department store, 
: : ; Sass White Cream: Could not identify Pontiac, Iil.) 
Number of Pieces: 48 dark coated, 2 Sawai: Appearance of Bar: Good. 
solid chocolate fancy shapes, 1 al- Almond Paste: Good. Size: Good. 
mond paste undipped, 15 pieces are Pecan and Chocolate Paste: Good. Wrapper: Glassine, printed in_ red, 
gold foiled wrapped with printed Orange Cream: Good. white, and blue. 
paper bands, | piece bag decorated. Coconut Paste: Good. Colors: Good. 
Coating: Dark. Chocolate Paste: Good. Texture: Too tough and hard. 
Color: Good. Spiced Liquid: Good. Taste: Fair. 
Gloss. Good. Strawberry Cream: Good, Remarks: Suggest that cooking be 
Strings and shell shapes: very good. Solid Milk Chocolate: Good. checked up as bar is too hard and 
Taste: Very good. Ganach: “Good. lacks flavor. Not a good eating bar. 
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CONFECTIONER’S BRIEFS 


@ The Retail Confectioners’ Ass’n of Philadelphia, 
Inc., is distributing its 1946 Year Book. Attrac- 
tively bound in imitation green velour, the booklet 
contains 96 pages. 

® The National Candy Wholesalers’ Ass’n. Inc., 
has proclaimed March NCWA Month, H. W. 
Loock, Chairman of the board of directors, an- 
nounces. Secretary C. M. McMillan says member- 
ship has increased to 603 and is climbing steadily 
at the rate of 10 or 12 new members daily. Jesse 
Jones, discharged veteran, is named NCWA office 
manager at the new Washington, D. C., headquar- 
ters and assistant to Mr. McMillan. Additional 
directors recently elected are: C. E. Morgan, Mor- 
gan Bros., Inc., Asheville, N. C., for Region 5; 
Rk. A. Corey, of Pat McAlexander, Houston, for 
Region 7; E. W. Stanley, L. B. Harrison Co., Santa 
Ana, Calif., for Region 8; and J. V. Balocca, Com- 
mercial Candy Co., Paola, Kans., for Region II. 

® Clapp & Poliak, Inc., New York, again manages 
the Annual Confectionery Industries Exposition 
sponsored by the National Confectioners’ Ass’n. 
The 20th annual exposition will be held in the 
Stevens Hotel, Chicago, in conjunction with NCA’s 
62nd annual convention. Dates are June 24-27. A 
brochure diagramming available booth spaces and 
listing rentals is available from NCA. 

@ John W. McKey, president, Euclid Candy Co. of 
California, Inc., San Francisco, has agreed to serve 
as Council on Candy regional campaign manager 





in the Northern California-Nevada district, NCA 
announces. He succeeds Leroy Gimbal, Gimbal 
Bros., San Francisco. Assistant will be Mr. Myers, 
also of Euclid Candy Co. 

@New officers of the executive committee of the 
Manufacturing Confectioners’ Traffic Conference of 
the United States elected at its recent second annual 
meeting are: P. W. Kroeker, Curtiss Candy Co., 
Chicago, chairman; G. A. Nimmo, Planter’s Nut 
and Chocolate Co., Suffolk, Va., vice-chairman; A. 
C. Roy, D. L. Clark Co., Pittsburgh, secretary- 
treasurer. New directors are: R. V. Boyle, Brown 
and Haley, Tacoma; R. A. Potter, New England 
Confectionery, Cambridge; A. L. Laing, Hershey 
Chocolate Co., Hershey, Pa.; David Dunn, William 
Wrigley, Jr., Co., Chicago; Frank Korinek, Lamont, 
Corliss & Co., New York; F. A. Cameron, W. F. 
Schrafft & Sons, Charlestown, Mass.; P. J. Klein, 
The Cracker Jack Co., Chicago; C. G. Lang, Vick 
Chemical Co., Philadelphia; Vincent Zaccardi., 
Lunte Bros., Chicago; A. E. Hueneryager, Zion In- 
dustries, Zion, Ill.; R. Bartels, Paul F. Beich Co., 
Rloomington, II; and O. L. Foxvog, Williamson 
Candy Co., Chicago. 

® Royal Candy Co., Omaha, will convert into a 
candy factory the local Crosstown Roller rink. 


®@ Robert T. Hensley, president, Busy Bee Candy 
Co., St. Louis, was recently appointed a member 
of the board of directors of the Mutual Bank and 
Trust Co. 

@ M. W. Archer, recently released from the army, 
has rejoined the sales force of Hollywood Candy 
Co., Centralia, III. 








New High Speed 
SPECIALITY 
NUT ROASTER 


be removed. 


341 EAST OHIO STREET 





\/, the labor Quality 
SAVES| i/, the fuel IMPROVES( 
(/; the roasting oil Appecrense 


Two Bags—250 Pounds of Nuts—Every 12 to 15 Minutes! 


Fourteen years of development. work have produced this new high- 
speed, two-bag SPECIALITY NUT ROASTER. Nuts start to roast im- 
mediately when immersed . . . they absorb less oil and therefore are 
crisper and tenderer. High speed roasting gives the oil no chance to 
break down . . . there is no discarded or scrap oil . . . filtering is not 
necessary ... . and the oil when properly rotated stays like new. Pro- 
duction rate is sufficiently high to permit the use of a quantity of oil 
equal to the capacity of the unit in one day. Particles settle into 
skillfully designed cold zone where they cannot burn and can easily 


SPECIALITY COOLING TABLES designed to cool the nuts and keep 
up with the roaster. WRITE TODAY FOR FULL INFORMATION. 


SPECIALITIES APPLIANCE CORPORATION 





TWO-BAG UNIT 
Floor space required: 51'/2" deep, 72" wide. 
Heights from 532" (regular) to 36". 
OTHER FRYERS FOR OTHER PURPOSES 


CHICAGO 11, ILLINOIS 
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Nowhere but in America is 
fine quality candy mass- 
produced to sell at prices 
everyone can afford. The 
American manufacturer 
is able to sell pure, whole- 
some, nutritious and de- 
licious candy at a low price 
chiefly because he has 


learned to use corn syrup, 
* CONFECTIONERS STARCHES x 


* CONFECTIONERS CRYSTAL 3 STAR CORN SYRUP x C©°Mfectioners starches and 
* CERELOSE ... DEXTROSE SUGAR x dextrose in his products. 


Corn Products Sales Company « 17 BATTERY PLACE « NEW YORK 4, N. Y. 

















e— NO on DRIED 
au FROLEN GOW 418 w | 


BES ae less ¢, 





Pioneers in Egg Dehydration, we offer the Confectionery 
Trade first quality Albumen in the following forms: 
FROZEN WHITE + FLAKE ALBUMEN * POWDERED ALBUMEN 
SPRAY ALBUMEN * also EGG YOLK: FROZEN OR DRIED 


Send for samples! 


DOMESTIC EGG PRODUCTS, INC. (a subsidiary of DOUGHNUT CORP. OF america) 
393 Seventh Avenue, New York 1, N. Y. 


Plants at: WITCHITA FALLS CHICKASHA McKENZIE NASHVILLE 
Texas Oklahoma Tennessee Tennessee 
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@ The War Assets Corp. will sell the Philadelphia 
plant operated by International Resistor Corp. to 
the Frank H. Fleer Corp, it is announced. Price 
is $475,000. 


@ Homer J. Williamson, Inc., Indianapolis, is one 
of the exhibiting industries to participate in the 
city’s Chamber of Commerce permanent display. 
The firm was founded in 1908 on an original invest- 
ment of $150 and a borrowed bicycle. Today it has 
nearly 100 candymakers and supervisors in its spot- 
less, air conditioned plant. Earl T. Williamson, son 
of the founder, is president and Wayne Paulsen, 
vice-president. Homer J. Williamson, the founder, 
is secretary-treasurer. (A full length article on the 
Williamson candy plant appeared in The Manufac- 
turing Confectioner for March, 1945, p. 19.—Ed.) 


@ Universal Match Corp., St. Louis, of which 
Schutter Candy Co., Chicago and Candy Bros. Mfg. 
Co., Inc., St. Louis, are divisions announces appoint- 
ment of William Martin as Pittsburgh district man- 
ager and Richard M. Mathews as Louisiana dis- 
trict manager. Both were recently discharged from 
the armed forces. Joseph Shapiro is named sales 
personnel manager. Six salesmen are also an- 
nounced: W. H. Seybold for Pittsburgh area; J. C. 
Henrick, Memphis office; E. A. Renkel and Glen 
Staples, St. Louis office; F. G. Zander and T. M. 
Zonnevylle, Buftalo office. 


@A. C. Baker, general managef, Brecht Candy Co., 
Denver, announces G. G. Young as new sales man- 


ager and Capt. R. E. Bradford as new credit and 
office manager. 


@ Adding synthetic vitamins to candy would be 
# mistake on the part of candy manufacturers, sur- 
vey of national magazine editors by NCA’s Council 
on Candy indicates, says S. H. Cady, director. 
Stressing candy should be sold as an energy food, 
they suggested emphasizing its delicious taste and 
its contribution to the joy of living. 


@ Joseph Steppacher was recently elected presi- 
dent of the Retail Confectioners’ Ass’n of Philadel- 
phia. Other new 1946 officers are: Carl J. Hesch, 
lirst vice-president; Frank J. Zelan, Shirley Ann 
Candies, Trenton, second vice-president; John A. 
Young, corresponding secretary; Joseph A. Levan, 
iinancial secretary; Harry L. Young, treasurer. Di- 
rectors for three years are: Chester A. Asher, Jr.; 
L.eo H. Gall; and J. B. Kelley, Bayard-Prete Candy 
Co., Camden, N. J. H.C. Nuss is retained as ex- 
ecutive secretary. 


@® Eric Jonsson, director of Malmo Chokolad- & 
Konfekt-Fabriks Aktiebolag, Malmo, Sweden, was a 
recent visitor at the Chicago offices of The Manu- 
facturing Confectioner. Mr Jonsson is a manufac- 
turer of hard and chocolate candies. He hoped to 
obtain new equipment in this country. 


® Imperial Candy Co., Seattle, has begun a series 
of monthly advertising messages featuring a specif- 
ic candy as the “Societe Candy of the Month, “In- 
itial advertisement features “Societe Chocolates.” 





EASTER — 


of which any Easter candy 
may well be proud is to be found in 
Merckens Chocolate Coatings. 
The finest of raw materials are 
used in our famous process. 


MERCKENS CHOCOLATE CO. INC. 


506 Seventh Street, Buffalo, New York 
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SALES OFFICES and STOCK 
in Boston, Mass., New York, N. Y. 
Chicago, Ill. and Los Angeles, Calif. 
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For candy mix so light, so smooth 


That’s extra thrifty, too 
\ 


Use Swift's Fluff-Dried Albumen! \ 





Smart candy makers do. 


This choice product whips up into moun- 
tains of feathery lightness . . . goes farther . . . 
retains the bland flavor of carefully selected 
fresh whites . . . Swift's patented process 
insures fine quality . . . yet is so easy and 


economical to use. 


@ For your supply, keep in touch with your Swift Salesman. 
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Plan Your 1946 Requirements 


Order MARWYN Quality Now 
ROLLER PROCESS POWDERED WHOLE MILK 


For Year-round Confections IT'S ECONOMICAL TOO! 


You can increase the poundage yield of the batch without having to increase the 
amount of sugar, by using larger quantities of roller-process powdered whole milk 
in a given formula. 


Our laboratory experts can supply you with simplified formulas for Fudges, Grained Caramels, Grained 
Nougats, Seafoam Kisses, Roll Cream Centers, Cast Cream Centers, and others. 


Write for details! 


MARWYN DAIRY PRODUCTS CORPORATION 


141 West Jackson Bivd. CHICAGO, ILLINOIS 
111 West Seventh Street—Los Angeles, Cal. 70 Pine Street—New York, N. Y. 
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@ Sweets Co. of America, Inc., last month received 
a “Certificate of Public Service” from Brand Names 
Research Foundation at a testimonial dinner in 
New York honoring 200 brand names 50 or more 
years old. Award was made for the firm’s “Tootsie 
Rolls,” first introduced in 1896. Company officials 
at the presentation were: L. B. Nelson, executive 
vice-president; Neddie Cloth, secretary and direc- 
tor of advertising; Joseph T. Hand, treasurer; 
George Entwhistle, plant manager; Melville 
Stillman, assistant plant manager; Sam E. Rich, 
sales manager of candy division. 


@ Quality and flavor control, processing operations 
and methods, sanitation, high frequency heating, 
packaging and handling of foods, and new nutri- 
tional developments will be emphasized in the pro- 
gram for the Sixth Conference of the Institute of 
Food Technologists March 18-20 at the Statler Ho- 
tel, Buffalo. Fifty-five papers on technological sub- 
jects will be delivered at the various sessions by 
recognized authorities. 


@ Warren B. Durgin is new president of the Chicago 
Candy Club. Elected vice-president, he succeeded to 
the position when Victor Elving, who was elected 
president at last month’s meeting, was unable to 
accept because of business and private interests. 
Axel W. Carlson was elected vice-president and 
Theodore A. Sommer, secretary- treasurer. Adolph 
Loeb, retiring president, is chairman of the execu- 
tive committee. Members are: G. W. Gronberg, H. 
S. Snorf, R. M. Lobell, Lou Leckband, and W. G. 
McMahon. 





Entertainment committee members include: J. 
Ruby, chairman; W. A. Rau, F. W. Findeisen, J. 
H. Kenworth, A. W. Carlson, Ed. Ossowski, L. J. 
Fink, N. J. Lavezzario, E. W. Scott, J. Peiffer, and 
Max Pinski. Membership committee members are: 
Max Pinski, chairman; A. G. Langher, C. E. Beer- 
ensson. 

Guests at the meeting included: J. Lash, Lash 
Candy Co.; Sol Hoyt, Independent Candy Co.; 
Bob Stephenson, Leaf Gum Co., all of Chicago; 
Bb. G. Fulkerson, confectionery broker, New Or- 
leans. 

Jack Lash, retiring after 29 years in confectionery 
work to live in California, was presented a Glad- 
stone bag as a token of the club’s esteem. 


® NCA’s first Kansas City, Mo., regional merchan- 
cising conference is set for March 22. Confirmation 
comes from Harry I. Sifers, Sifers Valomilk Con- 
fection Co., Kansas City, chairman of the steering 
committee of the Missouri meeting and NCA dis- 
tribution committee member. 


@ jos. A. Riggi & Co., Chicago, division of Happy 
Hostess Candy Co., Inc., announces change and 
consolidation of names. Firm will be known as 
Jos. A. Riggi Candy Co. No change in management 
or operation is planned. 


® Stephen F. Whitman and Sons, Inc., Philadel- 
phia, has ordered a new line of refrigerated candy 
display cases featuring modern cabinets and new 
designs in refrigerating and cooling systems from 
General Electric. 




























The Automatic 
Hard Candy Machine 


Model E 


For producing all hard candies of 
spherical shape. 
Balls 
Kisses 
Barrels 
Eggs 
Olives, etc. 
One operator spins direct to machine. 
Capacities 3000 to 10,000 pounds. 
Our Model E incorporates all the 


developments of previous experience 


A Ten to One Favorite. 


John Werner & Sons, Inc. 


ROCHESTER 13, N. Y. 
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ITS A DELICIOUS NEW 
FLAVOR-You'LL LIKE 17 // 











R56. U.S. PAY. OFF Yes—you'll find the consuming public ready, 


eager and anxious to fry and buy pleasing con- 
TWICE as SWEET ecions, 

Whether you manufacture a proven product of 
THRICE as FLUID established appeal, or contemplate new products 


° for the post-war market, POLAK’S FRUTAL 
as ordinary corn syrup WORKS is both equipped and qualified to supply 


and suggest flavors. 
Laboratory perfected characteristics of *“SWEETOSE” permit 


much faster cooking — give it unusually high whipping qual- 
BUTTERSCOTCH 
FLAVOR 


IMITATION 
sugar; or ALL other sweeteners. ““SWEETOSE"’ dissolves No. 110 


ities. A low-cost, ALL-PURPOSE sweetener, ‘“SWEETOSE" can 


be used to replace regular corn syrup, dextrose and invert 


readily — in fact, when used with granulated sugar, it actu- 
Just use ONE ounce 


ally aids in dissolving the sugar. Time-Saving — Labor- per ONE HUNDRED 
Saving qualities — proved in actual cooking and handling pounds of Hard 
Candy or Toffee and 
you will be amazed 


the economical, easy-to-use answer to your sweetening at the deliciousness 
of your finished pro- 
problems. duct. 


experience. Measured by all standards, ““SWEETOSE"’ is 








You can count on more “SWEETOSE” when present pro- 
duction restrictions are lifted and we can supply more 
“SWEETOSE.” 

36-14 35th St. Cuicaco, St. Louis 


A. E. STALEY MFG. COMPANY hae Sage See Saw Francisco 


New York . 
NDUSTRIAL SALES DIVISION ms Los ANGELES 


s 
pecatur 4 i1LiINo!s POLAKS TF, WORKS 
sor ees MU INC 
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: EXTRIN -AR- 
° 

i 


—the cultivation of 
micro-organisms 
like those that 
make butter and 
butter taste. The 
result is EXTRIN 
*AA®*, a culture 
duplicating, as no 
mere chemical sub- 


stitute can, 


the 


taste, the bouquet 
and the sales 
results of butter! 


: “CULTURED” means refined 


—refined, in the sense that perfected laboratory techniques, 
automatic controls and uncannily accurate measuring devices 
achieve the ultimate in uniformity, in purity! 








Preferred to 


Customers appreciate 
° AA * over butter and ord 
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B. THESE WHOLESOME FOODS 


are transformed by natu- 





® ral action into natural 








yy butter flavor. 





2 That's why 



































Order a trial 
tub of 8 Ibs. 
and become 
a confirmed 
user of the 
world’s best 
by test! 
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CREAM : 


SOUR CREAM . 


B CULTURED EXTRIN * AA® is called the natural 3 
replacement for butter itself and for ordinary 4 


EXTRIN FOODS. INC.. 70 BARCLAY ST.. NEW YORK 7, N. Y 
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@ The Candy Production Club of Chicago’s annual 
Valentine party was attended last month by 104 
members and guests, says Howard G. Aylesworth, 
secretary. The party was held in Chicago’s Edge- 
water Beach Hotel. Next meeting of the club will 
be April 1, in the Webster Hotel. 


@ Monsanto Chemical Co., St. Louis, 1945 earnings 
equaled $3.49 a common share against $3.14 ad- 
justed earnings in 1944, E. M. Queeny, chairman, 
board of directors, announces. Net income, after 
deduction of minority interests, was $5,318,003. 
Total net sales reached all-time high of $95,339,391, 
an 8.4 per cent gain over 1944. 


@ American candy manufacturers gave over 19 
tons of candy to the Chicago Servicemen’s Centers 
since opening of the recreation centers in August, 
1941. About 17 million service men and women 
received the free candy. 


@ W. Melville Cribbs, general manager, National 
Candy Co., Chicago, and an NCA director will be 
general convention chairman of NCA’s 63rd an- 
nual convention June 25-27, at the Stevens Hotel, 
Chicago, Phillip P. Gott, NCA president announces. 
Neal V. Diller, executive vice-president, Nutrine 
Candy Co., heads the program committee; E. W. 
Walters, King Cole Co., is golf committee chair- 
man; Walter W. Kolbe, Reed Candy Co., is dinner- 
dance chairman. Firms are in Chicago. 

Tentative schedules follow: (1) Committees and 
directors will meet before convention, (2) new 
board of directors will meet after convention for 
election of officers and study of program for fiscal 
year, (3) 20th Annual Confectionery Industries 
Exposition opens June 24, in Stevens Exhibition 
Hall at two o’clock, (4) opening luncheon June 25 
at noon, (5) general and special sessions June 25-27, 
(6) dinner-dance Thursday evening June 27. 


® Kenneth A. Bonham, president of the Emerson 
Drug Company, announced the company’s acquisi- 
tion of two products, Tips, a breath sweetener and 
Nips, an antacid, from the R. I. Runner Company. 
Plans are being formulated for marketing these 
products on a national scale. 


® Louisiana sugar cane growers expect to pro- 
duce 450,000 tons of sugar from this year’s cane 
crop as compared to last year’s total of 369,000 tons. 
It is expected that the crop will yield 170 Ibs. of 
sugar per ton of cane compared to last year’s yield 
of 152 Ibs. per ton. 


@ Theodore J. Van Nigtevegt and Paul Van Weel, 
sales managers of C. J. Van Houten & Zoon, 
Weesp, Holland, this month visited The Manu. 
facturing Confectioner offices in Chicago. They 
are studying American confectionery production 
and merchandising methods. 


@ Warehouse contest proposed for NCWA con- 
vention: It has been suggested that the NCWA 
conduct a contest and display of modern ware- 
house pictures and floor plans at the annual con- 
vention at the Sherman Hotel, Chicago, IIl., with 
attractive prizes for participants. The suggestion 
calls for three divisions in the contest, one for the 
one-or-two truck operator; another for operators 
with three to ten trucks; and a third for operators 
of more than ten trucks. It wovld be open to those 
with candy departments as well as those primarily 
interested in candy. There would be no entrance 
fee, it is said. 
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FOR SELLING 
WITH 


COMPLETE MARKET COVERAGE IN CANDY MERCHANDISING 


Candy Merchandising designed to fit a 
specific need—is a magazine devoted to the 
distribution problems of over 10,000 candy, 
drug, grocery and tobacco jobbers; depart- 
ment and chain store buyers and other case 
lot purchasers of confectionery products. 
They sell 86% of all candy, so they must 
be informed of your products if you 
want them to buy. 


Candy Merchandising is your selling 
medium. Because it reaches ONLY volume 
distributors, it is the natural outlet for 
your candy advertising. Candy Merchan- 
dising is the place for confidence-winning 
advertising, the common meeting ground 
of candy manufacturer and candy distri- 
butor. 


“C.M.” is the only magazine dedicated 
exclusively to candy jobbers. It is seasonal. 
It is pocket sized, and timed for the major 


STREAMLINED AND TIMED TO REACH... 

Army Post Exchange 
Navy Post Exchange 
Marine Post Exchange 


Jobbers 
Syndicates 
Food Distributors 


buying periods—Fall, Winter, Spring and 
Summer. The Winter issue is the well- 
known Candy Buyers’ Directory, “the Red 
Book of the candy industry!” 

Now is the time to strengthen your rela- 
tions with volume candy buyers before the 
post-war market-readjustment period comes. 
Jobber-manufacturer relations have never 
been so important, or the need for goodwill 
and understanding so great! 

The cost of a campaign in Candy Mer- 
chandising is very low. A page in each 
issue of Candy Merchandising and The 
Candy Buyers’ Directory costs $427.50. This 
gives you a 5% discount per page on use 
of the four issues. 

Candy Merchandising guarantees you a 
circulation of 6000 per issue and 10,000 
on the DIRECTORY or complete jobber 


coverage for your advertising. 


All Types of Chains 
Grocery Distributors 
Large Retail Buyers 


Candy 
Merchandt® 


Cont 


Candy 
Merchandisin® p 


“Je Fits Your Pocket 
and The Field” 


THE DISTRIBUTOR'S 
OWN MAGAZINE 


Write Now for Rates and Information 


Next Issue, March, 1946—Reserve Space Now 
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Two No. 3TH MIKRO-PULVERIZERS 
Grinding Granulated Sugar 




















with Finer, Fluffier Sugar 


| 
| 
| 
| S pulverized by the MIKRO-PULVERIZER is 
] 
{ 
| 
| 
/ 








finer and fluffier than the average grade XXXX 
sugar. Your powdered sugar is always fresh and 
does not require addition of starch when ground as it 
is needed. 























No other pulverizer of equal capacity requires such a 
minimum of floor space. And, where floor space is at 
@ premium, the MIKRO, because of its lack of vibration, 
can be installed on top of bins, over conveyors, or sus- 
pended from wall or ceiling. 








Cost of operation is exceptionally low. Records show 
an annual return on investment of from 25 to 200 per 
cent due to savings in power and labor alone. 




















MIKRO-PULVERIZERS are 
sold with performance guar- 
anteed as to particle sizing, 
capacity and power required. 


























SEND FOR 


your copy of 40 page fully 
illustrated catalog. 





No. 2TH MIKRO-PULVERIZER 











PULVERIZING MACHINERY COMPANY 
61 CHATHAM ROAD + SUMMIT, N. J. 
NOW...2 TYPES TO MEET MOST PULVERIZING NEEDS 


MIKRO ardiiFer 




































MAKE BETTER PRODUCTS 








SUPPLY FIELD NEWS 


@ Buyers, users, and sellers of all types of edible 
molasses are cautioned by the U. S. Department 
of Agriculture that War Food Order 51 is still 
effective. All blenders, processors, packers, food 
manufacturers, and other users are required to es- 
tablish quotas or obtain specific authorizations from 
the Department before taking delivery. Buyers and 
users are further cautioned that, while all edible 
molasses is governed by provisions of WFO-51, 
“sugar syrups” are in a separate category. Most 
“sugar syrups” are “liquid sugar” and require sur- 
render of ration evidence. 








@ James A. Kirkman, Jr., is new food products 
merchandising director for Ivey & Ellington, Inc., 
New York agency. 
@ Oakite Products, Inc., New York, is offering a 
free booklet on “Steam Detergent Cleaning.” The 
28-page, illustrated booklet tells how steam deter- 
gent cleaning methods can be used in cleaning ma- 
chinery equipment, preparing surfaces for repaint- 
ing, paint stripping, and cleaning equipment too 
large for tank immersion. 

@ Industrial sugar users generally will receive 60 
per cent allotments for the second quarter, B. W. 
Dyer & Co., New York predicts. 

® Hilton J. Wiswell returns to Durkee Famous 
Foods, Chicago, from army overseas duty. Mr. Wis- 
well received the bronze star for meritorious 
achievement. 


CITRUS PECTIN 


100-GRADE © QUICK SET 
Packed 150 Lb. Bbis. 
Processed exclusively for 


SARDIK FOOD PRODUCTS CORP. 
420 Lexington Ave. New York 17, N. Y. 


= 














JOHN T. BOND & SON 


CONFECTIONERY BROKERS 


OF THE PACIFIC COAST 
+ 


637 South Wilton Place Los Angeles 5, California 


We are now celebrating our 25th year in the 
Candy and Food Business. 


Resident Men Located in Washington, Oregon and 
Northern California 
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e F. T. Dodge, Dodge & Olcott Co., last month was eee e . 
elected president of the Vanilla Bean Ass'n of | J 

America, Inc. Other new officers are: Edward te rice oun 
Buckley, Thurston & Braidich, vice-president; J. 

Manheimer, of J. Manheimer, treasurer. The board 

of directors includes: Chester A. Smeltzer, Damann 

& Smeltzer, Inc.; Ferdinand Weber, George Lued- 

ers & Co.; William Schilling, Jr.. Norda Essential 

Oil & Chemican So. 


@ Clinton Industries, Inc., is the, new corporate 
name for Clinton Company, Clinton, Iowa. Per- 
sonnel, organization, and address remain un- 
changed. The firm’s subsidiary, Clinton Sales Com- 
pany, Inc., also remain the same. 


@ National Starch Products, Inc., New York, én- 
nounces opening of a new Southern division with 
headquarters in New Orleans. H. F. Stegall will 
be manager. 


@ H. P. Andreason is new Mid-West district sales 
manager for Swift & Company, Chicago, FE. R. Paul. 
head of the company’s glue and adhesive depart- 
ment announces. 


@ James B. Long & Co., Chicago, announces Selec- 
ted Brands Co., New York, as sales agents for the 
I.astern territory. 


@ S. H. Cargill, Cayol Foods, Minneapolis, an- 
nounces the firm has installed high speed machin- 
ery and will offer its Honey Dipped Fruit Boxes 
blend as centers for dipping to candy manufac- 
turers. 


The licorice Betsy feeds her beloved doll bas 
to be good! Like all children, she insists on her 
favorite flavor. And since this popular candy 
flavor is measured chiefly by its zestfulness, 
she has always been sold on licorice made with 


FLORASYNTH ANETHOL N. F. 


A Distinct Licorice Flavor 


ern Ambrosia, are. Suited to everyone's taste 

_ those young women — 
who consume startling savor and aroma that sur- 
quantities of the 
smooth, smackin’ manufacturers specifications WALNUT 


especially for candy and CHERRY 
GRAPE 





For 

. absolutely pure... a “favored flavor” 
STRAWBERRY 
passes anise oil . . . meets RASPBERRY 











pharmaceutical use. 


LABORATORIES, INC. 


CHICAGO G - NEW YORK GI - LOS ANGELES 27 


DALLAS 1 + DETROIT 2 + MEMPHIS 1 + MINNEAPOLIS 2 
NEW ORLEANS 13 - ST. LOUIS 2 + SAN FRANCISCO 3 + SEATTLE 4 


Floresynth Lobs. (Cenoda) Lid. — Montreal + Torente + Voncouver © Winnipeg 
Florasynth Loborotories de Mexice S$. A. — Mexico Citv 
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SUGAR WORRIES? 


Try our ready-to-dip fruit centers. Two styles. 


LIGHT MIX—selected light fruits for a delicious light center. 
DARK MiX—lIncludes greater assortment for variety and 
flavor. 


These machine-made ball centers are a blend of selected, honey- 
dipped mixed fruits that come to you lightly starched and ready to 


ip. 
Order a trial shipment from this ad at 29c per pound, F.O.B. Minne- 
apolis. 

or write for details. 


624 Third Avenue North 
CAYOL FOODS winnearotis 3, MINNESOTA 














HOOTON WILL BLEND A 


CHOCOLATE 


TO MEET YOUR REQUIREMENTS 


Blending chocolate and coatings 
since 1897 enables us to create and 
match formulas with exacting features 
of flavor, body and color to meet 
your individual requirements. De- 
pendable sameness of quality always. 


Ice Cream - Confectionery - Baking 


Wire Baskets, Electric Wax Heating Tanks, Stain- 
less Steel Cooking Kettles, Sterilizers, Cleaning | 
Compounds, and Chemicals. 


D. C. COOPER CO. | 


1467 S. MICHIGAN AVE. CHICAGO 5, ILL. 
Phone Harrison 8047 | 
























TRUTASTE FLAVORS <= These IMITATIONS RIVAL NATURE'S 


Zestful, Tangy CHERRY 
Full-Bodied, Rih GRAPE 
Luscious STRAWBERRY 
Tantalizing RASPBERRY 





> eon 2 a ee o BUSLEE & WOLFE 


224-230 W. HURON SI! COM ne) 
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e@ All New York plants were forced to suspend 
operations for nearly a week last month because 
the tugboat strike prevented delivery of new crop 
raw sugar in the New York area, Fuchs & Co., 
New York, reports. Several cargoes were diverted 
to Philadelphia and Boston. 


@ Magnus, Mabee & Reynard, Inc., New York, 
announces four ex-servicemen have been added to 
its staff: Capt. F. Kenneth Stephenson, Jr., assistant 
manager order department; Ist Lieut. Stanley T. 
Olds, and Sgt. Charles B. Taxier, sales representa- 
tives for metropolitan area; and 2nd _ Lieut. 
Roy. E. Webb, chemist. 


e@ Mr. Alphonse T. DeSena, recently arrived from 


the European theatre of operations, having been | 
in the armed services for over three years, has | 
returned to Fuchs & Company, sugar brokers. He | 


was formerly in their employ for 12 years. 








Home of 


“The Candy Cooling People” 


makers of 


Economy Belturns, Lustr-Koold Chocolate Cool- 
ing Conveyors and Tunnels, Packing Tables, 
Air Conditioners, Room Coolers, Dehumidifiers, 
and other “Economy” Equipment for Confec- 
tionery and Biscuit Manufacturers. 


We design to suit your requirements. 


Contact us for: 
1. Design only 
2. Design and Fabrication 
3. Design, Fabrication, and Installation 


ECONOMY EQUIPMENT COMPANY 


Branch Office 
152 West 42nd Street 
New York 18, N. Y. 

Wisconsin 7-5649 


Main Office & Plant 
919 West 49th Place 
Chicago 9, Illinois 
Bouleverd 4300 











... MAJOR BUTTER Problems Solved! 
. Butter Costs—At Least Halved 
Cannot Cook Out. 


. Butter Rancidity—Eliminated 
BUFLACON 
Non-Alcoholic. Write for Literature & Low Prices 


BUFLACON 
. Butter Storage & Supply—Eliminated 
Made entirely of pure Cow's Milk, Sterile and cannot 
National Food Products 


BUTTER FLAVOR CONCENTRATE 
. Butter Refrigeration—Eliminated 
turn Rancid—Stable and Always Uniform 
8 SO. DEARBORN ST. CHICAGO 8, ILLINOIS 
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How to improve 
the flavor of your 
confectionery 


PALATE-APPEAL —a subtle insistency of bal- 
anced flavor that makes a customer come back 
for more, rather than a sharp overbalance of 
any one flavor in a product 


Why Aromanilla imparts a rich, balanced flavor 
to your entire recipe that does not fade out in 
the oven, kettle or freezer, but carries right 
through to the finished goods. 


Aromanilla — the improved vanilla flavoring — helps 
confectioners improve the tastiness of their goods by 
offering the following advantages: 


BALANCE: Skillful blending of the Aromanilla ingredi- 
ents—a Mexican Vanilla Bean base with natural fruit 
and vegetable extractives—produces a perfect balance 
between taste and aroma; both important to a fine 
vanilla flavoring. This balanced Aromanilla formula in- 
sures perfect blending with the other ingredients of 
your recipe, bringing out that subtle insistency of bal- 
anced flavor called palate-appeal. 


STABILITY : Because Aromanilla is made with a Mexican 
Vanilla Bean base, combined with similar but more 
sturdy natural extractives, it will not fade out. The 
purpose of the natural extractives in the Aromanilla 
formula is to replace some of the more volatile solids 
of the vanilla bean which dissipate under extreme tem- 
peratures. In this way, the same flavoring elements of 
the Mexican Vanilla Bean are maintained in Aromanilla 
in the same balanced proportions through baking, cook- 
ing and freezing ... and actually ripen in the finished 
goods, producing a full-bodied flavor that lasts. 


ECONOMY: Since Aromanilla retains its full volume of 
balanced flavor in the mix right through baking, cook- 
ing and freezing, and develops the full flavor of the 
other ingredients used with it, you will be able to use 
less flavoring. 


FREE SAMPLE 


Let Aromanilla show you what it can do to help you 
improve the palate-appeal of your products. Send for 
FREE sample and instructions for tests (enough for a 
fifty pound batch of cream fondant or chocolate). 





The Aromanilia Company, Inc., Dept. B3, 6 Varick Street, N. Y. C. 13 


| Please send a FREE sample of Aromanilla and instructions for tests so | 


can see whether it will improve the flavor and balance of my products, 


eee 





Aromanilla 


Imitation Vanilla Flavor 


K STREET 


NEW YORK CITY 13 


E TASTE OF THEIR GOODS SINCE 19 








raspberry 


flavors 


for every type 
of product 





Schimmel & Co.. Ine. 


| 601 West 26th Street, New York 1, N. Y. 





Flavors and basic flavoring materials for the 
confectionery, food, and allied industries. 




















j. ITS GOOD 
© FLAVOR 

= ALWAYS 
STANDS OUT 


Prezanilla gives candy a balanced and lasting flavor. 
One gallon is the equivalent of 23 gallons of stand- 
ard strength vanilla—but of superlative flavor value. 
Prezanilla may be used in flavoring any food product 
wherever pure vanilla is required. Economy and satis- 
faction guaranteed. Sample and prices sent on request. 


PRESTIGE PRODUCTS COMPANY 


261 FIFTH AVENUE + NEW YORK I6,N.Y. 





Confectionery Sales Drop in ‘45 

Sales of manufacturers of confectionery and competi- 
tive chocolate products dropped 3.4 per cent in 1945 
as compared with 1944, J. C. Capt, director of the census, 
reports. December 1945 sales were 16 per cent lower 
than for the same month in 1944 and 9 per cent lower 
than in November. 1945. Preliminary estimates based 
on reports from 266 reporting manufacturers place total 
production for 1945 at 2,610 million pounds and total 
sales at about $630,000,000. 

Pound volume in December, 1945, dropped 15 per 
cent from that of December, 1944, he states, following 
study of 164 reporting manufacturers. Average price 
per pound was 24.9 cents as against 24.4 cents in Novem- 
ber and 25.1 cents in December, 1944. Average pound 
value for 1945 was 23.8 cents as compared with 23.0 
cents for 1944, 

Manufacturer-retailers’ sales rose 1 per cent in 1945 
over the 1944 total. December, 1945, sales were down, 
however, 3 per cent from December, 1944. Following 
the usual seasonal pattern, December sales jumped 77 
per cent over November, 1945, volume. 

Dollar sales of manufacturers of chocolate products 
competitive with confectionery dropped 11 per cent in 
1945 from 1944, Mr. Capt announces. A drop of 2 per 
cent was noted for “other manufacturers.” Sales for 
the competitive products slipped 28 per cent for Decem- 
ber, 1945, from the totals for December, 1944, and 25 
per cent from November, 1945, totals. Sales of “other 
manufacturers” dropped 15 per cent and 12 per cent 
for the like periods. 

Virginia-——West Virginia—North Carolina, together 
scored the only substantial sales gain, 16 per cent. for 
1945 over 1944, the survey reveals. Arkansas—Louisi- 
ana—Oklahoma—Texas gained 8 per cent, California 
7 per cent, Ohio—Indiana 4 per cent. New York dropped 
11 per cent. 

Comparative sales for December, 1945, and December, 
1944, were off as follows: Virginia—West Virginia 
North Carolina 1 per cent; Colorado—Utah 2 per cent, 
Washington—Oregon 3 per cent, Pennsylvania 7 per 
cent, Illinois 11 per cent, California 16 per cent, Michi- 
gan—Wisconsin 22 per cent, New York 23 per cent, and 
Massachusetts 31 per cent. 

Although sales were up 10 per cent in Pennsylvania 
for December compared with November, 1945, and were 
up 4 per cent in Colorado and Utah, the Census Bureau’s 
survey reveals decreases from all other states or state 
groupings ranging from 5 per. cent to 46 per cent. 

The bureau’s report is based on a sample survey and 
makes no adjustments for seasonal or price fluctuations. 











Your Candy's Form... 


molds smoothly, easily in Douglas Molding 
Starch. Used by the confectionery industry for 20 
years, this P&F product has proved its worth. 
Ask us about “preconditioned” starch, a special 
Douglas grade for new trays. 


Member of the Association of Manufacturers 
of Confectionery & Chocolate. 


PENICK @ FORD 


THE MANUFACTURING CONFECTIONER 














MILLS 


Mint Puff Machine 


This is the very latest in design and improvements in a 

machine for making “Mints,” “Mint Puffs,” “Mellow 
Mints,” etc. It has 3 sets of rollers; sizing (adjustable), 
groving and cutting. Capacity 8 to 10 thousand Ibs. per 
day dependent on size of piece. Can be made with Water 
cooled rolls. We also build a 5000 Ib. a day model. 


Write Dept. AH 


THOS. MILLS & BROS., INC. 


1301-15 NO. 8TH ST., PHILADELPHIA 22, PA. 

















® Government restrictions on packer’s acceptance 
of Cassia, an imported spice distributed in this 
country as cinnamon, have been withdrawn by the 
U. S. Department of Agriculture as of January 1, 
it is announced. The action was taken to permit 
an unrestricted flow of the spice from importers to 
packers. As the national supply is still short, how- 
ever, and the amount available for import has not 
yet been ascertained, present quotas on packers’ 
deliveries to the wholesale trade are retained. These 
quotas are set at 25 per cent of 1941 quarterly de- 
liveries. 


® Total entries of sugar for consumption from all 
offshore areas during 1945 amounted to 4,872,997 
short tons raw value, the U. S. Department of Agri- 
culture reports. Entries for 1944 totaled 5,533,259 
tons. Mainland cane area marketed 404,852 short 
tons raw value and the continental beet area 1,043,- 
034, as compared with 503,145 tons and 1,156,309 
tons respectively, for 1944. Cuba, with 3,140,037 
short tons, and Puerto Rico, with 901,555 short tons 
were largest 1945 supply sources for offshore ar- 
rivals, 


® L. Sonneborn Sons, Inc., New York, is offering 
free a new technical data file on the uses of highly 
refined white mineral oils and petrolatums as slab 
dressings in candy manufacture. 


® Neil Kelly, secretary-treasurer of the United 
States Beet Sugar Ass’n since 1932, is new execu- 
tive director of the Sugar Research Foundation, 
Joseph F. Abbott, president, announces. He suc- 
ceeds Ody H. Lamborn, who was elected to the 
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if it’s Flavors— 


"Pad 


For Complete Flavor Service! 


New booklet of P & S products — 
contains many helpful hints on how 
ou can get the most from your 
flavors and extracts! - 
> If you want special advice to help © 
you solve your flavor problems, © 
& S Research Laboratories will 
develop a flavor to meet your own 
pecific requirements for taste and 


| » 
= 
| 


cost limitations — without any charge 
© you. 


“POLAK & SCHWARZ, INC, | 


\ 667 Washington Street + New York 14, N. Y. 


board of directors. 
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To sell on SIGHT 
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There’s plenty of competition on candy counters and newsstands 
where five-cent items are sold. And when things loosen up, there'll 
be more still. That’s why it’s so important to obtain the right package 
for your particular product. 

For wrapping small pieces of candy and certain types of bar goods, 
our GH-2 is the machine to use. With this model you have a choice of 
many attractive styles of wrapping. It can be adapted to glassine, foil, 
plain or moisture-proof cellophane, Revelation, etc. Provision for 
an inner wrapper can also be made. 

The printed design is registered by an electric-eye device that is 
outstanding for its unfailing accuracy. Either flat cards or turned-up- 
side trays may be used—in the latter case, the machine forms the tray 
from flat scored cards. 

The GH-2 is easily adjusted for a wide range of sizes—accommodates 
bars up to 10” long. And it offers a cost-saving speed of 70 to 80 
packages per minute, combined with utmost economy in the con- 
sumption of wrapping material. 

Plan now for greater sales and lower costs. Ask our nearest office 
for complete information on the GH-2. 


MODEL GH-2 PACKAGE MACHINERY COMPANY, Springfield 7, Massachusetts 


30 Church St., New York 7 + 111 W. Washington St.,Chicago 2 « 101 W. Prospect Ave., Cleveland 15 
1824 Spring St., N. W., Atlanta 3 « 443 S. San Pedro St., Los Angeles 13 « 18 Dickens Ave., Toronto 8 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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Sell more candy by getting 


ATTENTION VALUE 


into your packaging 


By CLYDE C. HALL 


The Manufacturing Confectioner 


Peckzee selection and design should not be based on 
whimsy and personal idiosyncracies. A package 
for which you pay good money should work for you, by 
helping sell your products, rather than against you, by 
turning unimpressed persons away. A good package. in 
short, pays off. 

Oddly enough, the first thing to be considered in de- 
signing and in selecting a good package is vour product 
itself. Competition and present-day machinery will 
largely influence the size and shape of the package auto- 
matically. The character of your product. however, will 
indicate the packaging materials to use. Whether these 
shall be cardboard, cellophane, tin. foil, or glass is a 
problem for your production, sales, and advertising de- 
partments to decide jointly after cooperative study. Your 
production department may see the need of using certain 
materials for better protection and greater economy. 
Your sales department, backed by statistics, has 


TOP (left): Beauty and pro- 
tection result in use of 
cellophane wrap. Print 
inks that adhere to cello- 
phane give high attrac- 
tion value. (Peanut Puff 
package copyright by 
B & W Candy Co., 1946.) 


TOP (right): Opaque glass- 

ine’ provides good econ- 

omy wrap. It is a good 

all-around material com- 

monly used on many 
candy bars. 


CENTER (left): Waxed-one- 
side glassine wrap can 
be obtained with one side 
(usually side against 
candy) wax-coated. This 
gives additional protection 
recommended for sticky 
candy items and against 
dangers besetting counter 
displayed goods, says 
Milprint, Inc. 


BOTTOM (left): Regular 
glassine which is semi- 
transparent, can be used 
very effectively on many 
types of candy bars. 


BOTTOM (right): Wrappers 
of regular aluminum foil, 
embossed and printed 
simulated gold. These are 
usually fabricated with 
-00035 aluminum foil, wax 
mounted with 16 Ib. sul- 
Phite back. Foil offers 
good protection against 
dryness, light penetration. 
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likely uncovered weaknesses of present packages. 
Your advertising department may have new sales ideas 
to incorporate in the new package. Working together, 
they can give the package designer you select helpful 
tips, so that your package will be both practical and 
profitable. 


Where the product is sold is another important factor 
for careful analysis. If your candy box is to stand on 
edge on a shelf, bevels and single flanges should be 
avoided and ribbons should be so tied that the bow 
will not interfere with balance of the package. If the 
boxes are ordinarily stacked on display counters, ribbon 
bows should be moved accordingly or tied so that the 
packages will rest evenly and securely. Careful atten- 
tion should also be given that ribbons and bows do 
not hide names or other important printed matter on 
the display face of the box. 








{f your company has a well-known name, it should be 
emphasized on the display face so as to be readily viewed 
and recognized by. the customer in the store. If you 
believe. however, your trade name is more important. 
then it should receive the emphasis. Legibility of print- 
ing is particularly important in both cases. and careful 
study should be made in selecting the correct. enhancing 
color combinations. 


Confusion Results from Poor Design 


Some packages seen in stores have actually been so 
inadvertently designed that too small lettering and con- 
fusing irradiation from poorly chosen colors made the 
name impossible to determine except on close-up scrutiny. 
The customer, true. may come in and ask. out of curios- 
ity. for “that gold and green box.” But if he could read 
your name or trade name on it, your chances of getting 
the sale would be appreciably better, as candy customers 

like all customers—are hesitant about buying unknown 
quantities. Too many unknown products nowadays, they 
feel. are ersatz left-overs from the hurry-up wartime pro- 
duction days, when the customer was—he knew only too 
well—never right. 

With shelf competition destined to be keener than 
ever. memory value and display value of your package 
are also vital considerations. Your package should have 
distinctive features that will set it apart from other cardy 
boxes on the dealers’ shelves and that can be quickly 
described in radio spot advertising or used as identifying 
tie-in material for your newspaper advertisements. These 
can be acomplished by ingenious design, printing, lithog- 
raphy. color blending, paper selection, wrapping, or tie- 
in. One Southern candy company makes its package 
decidedly attractive and memorable by using labels im- 
printed with highly detailed scenes of historic New 
Orleans. A large Chicago department store, on the other 
hand. goes to the opposite extreme and uses only the 
name of the store and the candy brand delicately im- 
printed on a plain, rich-looking cover to achieve cus- 
tomer-appeal. 


Careful Use of Foil Adds Attractiveness 


Careful use of foil, either as an overwrap or a liner. 
also offers merchandising possibilities. Roto-gravure 
printed foil in roll form for automatic packaging with 
electric-eye cut-off registration is particularly adaptable 
for small packages. In employing plain aluminum foil 
which is printed but not laminated, a wax paper wrap 
used inside the foil helps prevent wrinkling between 
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A pleasing family design produced by 

letter press. The wrappers are printed 

on coated one-side label stock, or. as 

is the upper left hand box. on a stock 
embossed paper. 


All photos on page 59 and on this page 

cre reproduced through courtesy of 

Milprint. Inc., Milwaukee. The firm 

introduced wrappers of printed foil. 

printed glassine, and printed cellophane 
for candy bars. 


candies and maintains a smooth surface. Economies 
made possible by the use of heavier gaugé plain foil. it 
is felt, too. offer increased possibilities for wider use of 
foil in candy packaging. 

Visibility and legibility are primary considerations 
in selecting package colors. Sufficient contrast in value 
(the lightness or darkness of a color as compared with 
a scale of grays from white to black) is the deciding 
principle. Differences in value, without regard to hue 
ithe quality by which one color is distinguished from 
another) or chroma (the strength of a color by which a 
pure color is distinguished from one that is grayed) 
greatly affect the result. Proper contrast in value can 
make type or lettering more legible. A color of middle 
value will be least distinguishable on a color of the 
same value. Greater legibility is a corollary of greater 
contrast: the greater the contrast in value, the greater 
the legibility. Sinultaneous contrast. likewise. will affect 
value contrast. A neutral gray of middle value will 
appear lighter against black and darker when contrasted 
with white. 

Most legible of all color combinations is black on 
yellow. White tends to blur, especially in strong light. 
Lecause of aberration in vision which scatters the bluish 
rays of light. It also lacks the attention value of pure 
spectral hues. After black on yellow come green on 
white, red on white, blue on white. white on blue, black 
on white, and red on yellow. 


Edible Quality in Colors 


Colors used in candy packages should have an edible 
quality; they should suggest delicious candy or be com- 
plementary to it. Poisonous-looking greens are especially 
to be avoided. 

The type of customer to whom your candy is to be 
sold also has an important bearing on the color com- 
bination of the package. Expensive distribution can 
utilize unusual, high style colors. The great mass of 
middle class purchasers, however, is felt to prefer bright. 
primary-type colors. Bright colors and strong contrasts 
are always popular, while subtle tones and odd shades 
of color combinations are lost on the average person. 

Position of the package on the shelf is another determ- 
inant. A more contrasting and bright color arrangement 
is desirable when packages are on a shelf six or more 
feet away from the customer than when displayed in a 
showcase nearby. 

When packages are displayed in a group, a design 
that makes an attractive pattern is valuable. Some pack- 
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in The Saturday Evening Post and Life. 
It reaches over 19,000,000 readers. 
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ages, although attractive when displayed alone, fail to 
appear inviting when grouped or stacked. Concept of 
display pattern, however, should not be allowed to sac- 
rifice design of the individual package. The functional 
reasons for color should always be remembered: (1) 
help attract the eye, (2) hold the customer's attention, 
(3) create a desire to buy, (4) convey an impression 
of the quality of the candy. 


How color can be utilized to overcome merchandising 
problems is demonstrated by the box Cella Candy Co., 
Brooklyn, uses to sell in department stores and super- 
markets at the same time. Designer Alan Berni created 
a package design for Cella’s cherry candies that is color- 
ful enough to attract customers of the chain stores, where 
the box must serve as salesman because super-markets 
seldom display the actual candies, and yet is consistent 
with the basic dignity so necessary for department stores. 


TOP: Cella Candy Co., Brooklyn, recently 
introduced this package for the duo-merchan- 
dising task of appealing to both department 
and super-market store customers. Designer 
Alan Berni combines color and taste-provoking 
illustration to win customer's attention. 


Glassine can be 
grouped into three 
sections: regular, 
opaque, wax-one- 
side. All give effec- 
tive protection 
against transmis- 
sion of flavors and 
aromas (see pict- 
tures on page 59) 
and are very resist- 
ant to passage of 
oils, fats, greases. 
Printed glassine 
makes possible 
sales-stimulating 
packages. 


Super-markets use self-selling techniques. Depart- 
ment stores depend more upon salespeople to push candy. 
For the super-markets the package design had to de- 
pict vividly the box contents. For the department stores 
the design necessitated incorporating a dignity of appeal 
and attraction commensurate with department store buy- 
ing preferences. 


Mr. Berni accomplished the duo-merchandising feat 
by using a realistic illustration of a split candy on the 
cover. This portrays the liquid center of the candy and 
shows the cherry as it looks after someone has bitten 
into the candy. His “taste-provoking” design cembines 
a vivid array of colors with dignity. It was conceived, 
he says, “with one basic principle in mind: that, although 
two types of customers had to be sold, both had taste 
buds that had to be aroused if a sale were to be made.” 


Personal whimsy should not be_ reflected © in 
your package. Your package design should be consid- 
ered an exacting problem, and the finished package your 
studied answer to it. Emphasize all essential elements 
but question every symbol or design to determine if 
it actually and practically improves the package itself. 
Avoid meaningless, cluttering decorations that serve 
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only to confuse the customer and to destroy your pack- 
age’s identification value. The same effort and money 
used in selling some point about your candy or your 
firm will be more worthwhile. Your package, after all. 
is not designed to sell art. Rather, art is to work for 
you and to sell your candy. 


In selecting a package design, remember, also, that 
your sales force must like the new design and be willing 
to promote it with all-out enthusiasm. If your salesmen 
do not have full confidence in your package, their ex- 
cuses for it and their sour grapes attitude won't do your 
business volume any good. The package, after all, is 
their selling tool. Proper color and design will help you 
get your sales force behind your candy. If your sales- 
men are as proud of your package and of your candy as 
you are yourself, you and they both have already got 
the jump on the product whose salesmen are not. 


Rotogravure printing 
process is used for full 
color reproduction on 
candy wrappers, Mil- 
print says. Lustro is a 
development of spark- 
ling inks to impart a 
high printing gloss. 
Oil inks. especially 
adopted for high speed 
wrapper printing. are 
commercially used for 
sheet wrappers. Wraps 
are produced in rolls 
for automatic wrapping 
and in sheets for hand 
wrapping. 


BOTTOM: An attractive package available 
with use of Milcote. This can be applied over 
regularly printed or lithographed material to 
impart a high glossy finish and is said to be 
successful in all applications. Box cover 
and candy bag shown were both lithographed 
and Milcoted by Milprint. (Photo used through 
courtesy of Milprint, Inc.) 


Provisions of the Federal Food, Drug. and Cosmetic 
Act should receive careful attention. Packages must be 
made, formed, and filled so as not to be misleading. 
Violation entails penalties under the Act’s misbranding 
clauses. Packages composed, in whole or part, of any 
poisonous or deleterious substance which may render 
the contents injurious to health constitute adulteration. 


Importance of close attention to the Act’s provisions 
is amply evidenced in cases cited in the Food and Drug 
Administration’s January, 1946, report. Case 7764 is 
particularly revealing: 


“Misbranding, Section 403 (a), the label statement, 
“Chocolates,” was false and misleading since the article 
contained nougats as well as chocolates; Section 403 
(d), the container was so filled as to be misleading 
since the bottom layer of the cardboard box could have 
accomodated approximately 6 more pieces of candy; and, 
Section 403 (f), the statement of the quanitity of con- 
tents required by law to appear on the label, was not 
properly placed thereon with such conspicuousness (as 
compared with other words, statements, designs, or de- 
vices in the labeling) as to render it likely to be read 
by the ordinary individual under customary conditions 
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two steps 


at once 








in stepping up your sales 


package in 
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That mouth-watering goodness you put 


into your candy will not only be pro- 
claimed in a Vuepak* package .. . it will 
be protected, too. 


For Vuepak has more than transparency 
to offer. Vuepak is a rigid packaging 


material. It makes boxes, not bags. It 
gives real physical protection to your 


products and their appeals. 


Vuepak is a veteran at boosting candy 
sales and candy profits. It makes a qual- 
ity plastic package that gets a quality 
price. It’s tough, it's greaseproof. A 
Vuepak box handles well, stacks well, 
displays beautifully. It's available in lim- 


itless shapes, sizes and combinations. 
Get full Vuepak facts today... from 
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your box supplier or fabricator...or 
direct from: MONSANTO CHEMICAL 
COMPANY, Plastics Division, Springfield 


2, Massachusetts. 


The broad and versatile family of Monsanto Plas- 
tics includes: Lustron* polystyrenes * Cerex* heat 
resistant thermoplastics * Vinyl acetals * Nitron* 
cellulose nitrates * Fibestos* cellulose acetates 
Thalid* for impression molding * Resinox* phe- 
nolics * Resi * mel Forms in which they 
are supplied include: Sheets * Rods * Tubes 
Molding Compounds « Industrial Resins * Coat- 





ing Compounds * Vuepak", rigid, transparent 
packaging materials. 


*Reg. U. S. Pat. Off. 


QUESTIONS AND ANSWERS ABOUT VUEPAK 


1. Whet is Vuepok? 

Vuepok is ao transparent, tough, rigid, beautiful 
Monsonto cellulose acetate. 

2. In whet form is Vuepak available? 

In sheets up to 30” wide, and in continuous rolls 30” 
wide, up to 1000 ft.long, depending upon thickness. 
3. In what thick is # ordinarily ilable? 
In six standard gouges 0.005” to 0.020". 


4. Does sunlight affect it? 
No. 




















5. is it affected by heat? 

Not under ordinary temperatures. It begins to soften 
after 200° F. Underwriters’ Laboratories classifica- 
tion, “slow burning.” 

6. How can it be fabricated? 

it can be drawn, shaped, formed or folded into 
almost any shape with inexpensive dies. It can be 
embossed, stapled, printed, d, or bined 
with other materials. 














MONSANTO 
PLASTICS 


SERVING INOUSTOY 





WHICH SERVES ManainGD 








of purchase and use, since it appeared on the bottom of 
the chest and also inside the chest on the top and side 
of the cardboard box.” 

Case 7764 involved 76 chests, “each containing 1% 
pounds, of candy . . . The article was packed in a chest 
made of wood with a hinged lid. Inside the chest was 
a cardboard l-pound candy box containing two layers 
of candy separated by a sheet of cardboard. The top 
layer contained 16 pieces of candy, while the bottom 
layer, which contained a ‘W’-shaped supporting card- 
board strip, contained only 8 pieces of candy.” Dis- 
position included judgment of condemnation and order- 
ing of the product destroyed. The wooden chests were 
salvaged. 

Case 7766, involving 25 cases of Spanish nut toffee, 
also entailed a default decree of condemnation, as “‘the 
container of the article was so filled as to be misleading 
since there was an excessive amount of unfilled space 
in the package.” 





Federal Trade Commission 
By Avery Giles 
Beware the F.T.C., my son, 
Nor let it camp upon your trail; 


List all ingredients, and shun 
All weasel words that clinch a sale! 


—Printers Ink 











Listing all important points to consider in package 
selection and design would fill a huge volume. Thor- 
ough study of your package problem, however, is the 
best solution. 


Remember the limitations of your packaging machin- 
ery; don’t expect a machine that can turn out only 
rectangular packages suddenly to be able to spout round 
ones. 


Remember that your labels should indicate that your 
package contains a special candy—your candy—not 
pharmaceuticals, soap, or—as one box we noted gave 
the impression—electric razors. 

Remember the display face of your package has its 
own particular function: to attract customers and to 
make your candy product memorable. The sides can 
have the same function. And the back might easily 
have the all-important function of carrying a special 
free advertising message to the buying public—now too- 
often, ill-advisedly forgotten—to explain how and why 
your candy is well worth taking home. 

Remember transparency alone doesn’t mean auto- 
matic sales success. Often a redesigning of the elements 
that go on the transparency and a corresponding re- 
duction of the amount of visibility will produce greater 
buy-appeal. 

Remember, too, surveys have indicated as high as 85 
per cent of women interviewed prefer candy protected 
by cellophane, and that buying preferences offer ready 
success to the packager who will assiduously meet them. 


In short; practical, profitable packaging must be based 
on: (1) fitness for your particular packaging job, (2) 
relative packaging cost which your candy’s selling price 
will bear, and (4) intelligent selection of proper pack- 
aging materials. 
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@ Packaging Machinery Manufacturer’s Institute, 
Semi-annual Meeting, Hotel Dennis, Atlantic City, 


N. J., April 1. 

@ Packaging Exposition, American Management 
Associatiqn, Public Auditorium, Atlantic City, N. J., 
April 2-5. 

@ National Plastic Exposition, New York, April 
22-27. 

@ Industrial Packaging Engineers Association. 


First annual convention, Sherman Hotel, Chicago, 
April 24-26. 


@ Chamber of Commerce of the United States, At- 
lantic City, N. J., April 30--May 2 


@ National Candy Wholesalers, Association, Inc., 
First Annual Convention, Sherman Hotel, Chicago, 
April 30, May 1, 2. 

@ National Paper Box Manufacturers Association, 
Hotel Drake, Chicago, May 12-15. 


@ National Premium Exposition, Palmer House, 
Chicago, May 20-23. 


@ The Associated Retail Confectioners’, National 
Convention, Drake Hotel, Chicago, June 5-7. 


@ National Industrial Advertisers Association, Con- 
vention, Hotel Claridge, Atlantic City, N. J., June 
20-22. 


@ National Confectioners’ Association, Annual 
Convention and Exposition, Stevens Hotel, Chi- 
cago, June 24-28. 


@ National Confectionery Salesmen’s Association, 
Victory Convention, Hotel Statler, Buffalo, N. Y.., 
July 9-11. 


@ The National Chemical Exposition, Chicago 
Coliseum, Chicago, September 10-14. 


@ Over 140 exhibitors will show displays at the 
April 2-5 Packaging Exposition of 1946 in Atlantic 
City, the American Management Ass'n, sponsor of 
the event for the past 15 years, reports. This year’s 
exposition will be held in Convention Hall, largest 
exposition building in the East. Exhibitors will 
likely include packaging and packaging machinery 
firms from every state, Canada, Latin America, and 
several European countries, AMA says. 

Members of the exhibitors’ advisory committee 

of the exposition are: M. C. Pollock, chairman; A. 
B. Clunan, Alan S. Cole, J. M. Cowan, Robert D. 
Handley, Roy S. Hanson, L. I. Hodgdon, H. H. 
Jones, M. P. Junkin, M_ R. Kambach, L. L. Me- 
Grady, Paul Meelfeld, C. E. Schaeffer. and Paul 
Thompson. Saul Poliak is show manager. 
@ Thomas J. Jefferson. Jr., is named head of the 
new Atlanta office of Package Machinery Co., 
Springfield, Mass. With the Springfield firm since 
1933, Mr. Jefferson served in the navy as a lieuten- 
ant for two vears during the war. 
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AN IMPORTANT ANNOUNCEMENT 


To Users and Converters of 
Aluminum, Lead and Tin Foil 


As the recently appointed U. S. sales agents for Dominion 
Foils Ltd. of Canada, we can now make prompt deliveries 
of high grade aluminum, lead and tin foils. 


These foils are produced by one of the finest and most 
up-to-date plants in the world, and their quality is equal 
to imported European grades. 


Users and converters of aluminum, lead and tin foil are 
invited to send for quotations. Please specify type, caliper 
and approximate annual requirement. 


BULKLEY, DUNTON & CO. 


Specialty Division 
295 MADISON AVENUE e NEW YORK 17, N.Y. 
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FRESH COFFEE FLAVOR 
MAKES A DIFFERENCE! 


Barrington Hall Instant Coffee is the 
perfect coffee flavor for confections 
and ice cream. It stays fresh because 
the elements which cause coffee flavor 
to turn stale have been removed. Bar- 
rington Hall is fine coffee, 100% pure, 
ready for instant use. Write today for 
full details. 


BAKER IMPORTING CO. 


NEW YORK: 30 Church St. MINNEAPOLIS: 212 N. Second St. 


INSTANT 
100% PURE 


ANOTHER FINE PRODUCT OF HYGRADE FOOD PRODUCTS CORP. 








_ TIME-SAVING 
SHORT-CUTS — 


” Cooling ‘onal Eficiency eamnedl 


Cooling tunnels and other air conditioning 
units, in order to operate effectively . . . eco- 
nomically should be kept free from slime and 
similar fouling accumulations that clog. the . 
system, often cause disagreeable odors and 
impair heat transfer efficiency. You can do 
the job anus by using this tested, two- 
step Oakite method. 
FIRST .. . thoroughly clean out system by 
circulating for required period recommended 
‘solution of Oakite Coifipdsition No. 22. 
SECOND ... treat re-circulating water with 
solution of ‘Oakite Airefiner No. 52. This 
specially formulated material helps retard 
slime formation. 
Send for Free Details 

Complete . ... easy-to-follow directions are 
contained in FREE 24-page Digest. Send for 
a copy TODAY! 

OAKITE PRODUCTS, INC.; 36¢ heccemese St., NEW YORK 6, N. Y. 


Technical Service Repr ently Located in All Principal 
ape se irs gan bam 


OAKITEs ‘CLEANING 


MATERIALS - METHODS - SERVICE -FOR EVERY CLEANING REQUIREMENT 











TAFFEL BROS., Inc. 


95 MADISON AVENUE * NEW YORK 








@ Sales headquarters of the “Cel-O-Seal” section 
of the cellophane, division have been moved from 
New York City to Wilmington, E. I. du Pont de 
Nemours & Co., Inc., announces. 


@ National Starch Products, Inc., New York an- 
nounces S. F. Thune as manager of its New Eng- 
land division, in South Boston. 


® American Can Co. will build a new $1,000,000 
can manufacturing plant at Fort Smith, Arkansas, 
Gordon H. Kellogg, vice-president, announces. In- 
itial production will be about 700 cans a minute. 


®@ Sylvania Industrial Corp. recently received the 
U. S. Navy Certificate of Achievement for its work 
in supplying cellophane and other cellulose prod- 
ucts, some of them still secret, during the war. 


®@ Continental Can Co. recently acquired The Fibre 
Can Machinery Corp., Rutland, Vt., Hans A. Eg- 
gerss, Continental’s executive vice-president, re- 
ports. 
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@ Ross A. Bennett is new general sales manager 
of Wright’s Automatic Machinery Co., President 
T. D. Wright announces. Research engineers re- 
cently added to the firm’s staff include: Charles 


W. Buckley, Lt. Commdr. F. Ray Linda, USNR, | 
Sigmund Rappaport. Three new “significant” auto- | 


matic packaging machines will be introduced at 
the Packaging Exposition. 


@ Skilly T. Knox is named special representative 
for the entire Mid-West territory by Paisley Prod- 
ucts, Inc., Chicago. In addition to representing 
the firm in the set-up paper box, folding box, and 
paper converting field, Mr. Knox will also assist 
the Paisley laboratories on technical matters con- 
cerning application of adhesives to paperboard and 
paper products. Mr. Knox at present is first vice- 
president of the Chicago Paper Box Supply Ass’n 
and will assist in preparations for the National Set- 
Up Paper Box Manufactures Ass’n convention in 
Chicago during May. 


@ Triangle Package Machinery Co., Chicago, is 
distributing a new four-page bulletin describing an 


improved Auger Packer for packaging powdered | 


materials. 


@ Package Machinery Co., Springfield, Mass., will | 


show its new Model FA wrapping machine. in op- 
eration at the coming Packaging Exposition in At- 
lantic City. Company officials who will attend are: 


Roger L. Putnam, George A. Mohlman, Tom Miller, | 
G. Westervelt, Harold Mose- | 
M. Taylor, C. R. Strehlan, | 


E. Lovell Smith, E. 
dale, J. R. Tindal, F. 
T. L. Jefferson, M. N. Allen, T. A. Mohlman, N. 
W. Lyon, and Vincent Peptone. 


® Lt. Thomas C. Werbe, Jr., returns from naval 


service to Lynch Corp., Anderson, Ind., and its two | 
subsidiaries, The Lynch Manufacturing Corp. and | 
He be- | 
comes vice-president and also heads Wrap-O-Matic | 


Lynch Package Machinery Corp., Toledo. 


sales. 


@ About 200 companies will participate in the 
first National ‘Plastics Exposition, in New York, 
April 22 to 27, the Society of the Plastics Industry 
announces. 

® Monsanto Chemical 


Company’s Plastics Di- 


vision announces a packaging materials sales de- | 


partment under direction of R. C. Evans, since 


1944 an assistant sales manager in charge of sheet | 


and vinyl resin sales. Under him will be a staff 
assigned full time to packaging problems. 


®@ Paterson Parchment Paper Co., 
has appointed Joseph X. 
manager. 

® Williams & Wilson, Ltd., with offices in Mon- 
treal, Toronto and Windsor, have been appointed 
exclusive sales representatives throughout Canada, 
east of Manitoba, for the F. J. Stokes Machine Com- 
pany of Philadelphia, Penna. 

® Robert Gair, Inc., New York, is offering a con- 
venient booklet on “Fashions in Cartons,” prepared 
by its design director, Arthur Weiss. 


@ Carl F. Meibes and Leon Ganford have been 


elected president and vice-president, respectively of | 


the new Flavoroma Laboratories, Inc., Chicago and 
New York. 
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Bristol, Pa., | 
Gubbins Mid-West sales | 


ROSE 


Candy 


_ Approved by 
Leading Confectioners 


ROSE ALBION FLYER — To form, cut and twist-wrap 
squares, oblongs, or popular rolls — for Hard Candy, Toffee, 
Kisses, Nougats, etc. Capacity — 500 pieces per minute. 


ROSE EAGLE — To form, cut and fold-wrap plastics, Cara- 
mels, Fudge, etc. Capacity — 500 pieces per minute. 


ROSE TRIUMPH — To form, cut and twist-wrap fancy- 
centered pieces, squares, oblongs, or popular rolls— for Hard 
Candy, Toffee and other plastics. Capacity — 500 pieces 
per minute. 

ROSE I.S.T. — To twist-wrap preformed pieces of any ir- 
regular shape or size. Capacity — Up to 160 pieces per 
minute. 


ROSE HORIZONTAL AUTOMATIC BATCH ROL- 
LER — Automatic spinner and feeder for use with Albion 
Flyer, Eagle, and Triumph — for plastic materials only. 


OTHER ROSE WRAPPERS — For special types of can- 
dies — twist-wraps; fold-wraps, or bunch-wraps. 


Yr. 2 = 
FOR COMPLETE INFORMATION WRITE TO 


ROSE CAWDY MACHINERY DIVISION 


>@{Awerican MACHINE & FOUNDRY CO. sz | 
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Trade-Marks 


The following memorandum relating to Trade- 
marks is made available through an arrangement 
with James Atkins, registered patent attorney, 
Munsey Building, Washington, D.C. The trade- 
marks were recently published by the U.S. Patent 
Office and, if no opposition thereto is filed within 
30 days after the publication date, the marks will 
be registered. 











Verdurin. Ser. No. 474,381. The National Agrol 
Company, Washington, D. C. For chewing gum. 

Elie Sheetz’ Martha Washington Candies and pic- 
ture of George and Martha Washington. Ser. No. 
486,399. Martha Washington Candies Company, 
Chicago, Til. For candy. 


LP PACK-RITE 


HEAT SEALING 
MACHINES 


TECH 
MASTER 
—_> . 
For EFFICIENCY 
and ECONOMY— 
it's the versatile 
TECH-MASTER 
Begs fed vertically 
—Sealing bars op- 
erate horizontally—Seals close to contents— 
Heavy bar pressure—Light foot pedal touch 
—Thermostatic heat control—Seals all ma- 
terials—Metal feeding tray auxiliary equip- 
ment. 


DOUGHBOY 
ROTARY 


The high production sealer— 
seals any size bag, pouch o1 

barrier—all materials. Ideal 

for today's varying require- 
ments. Fast—dependable. Op- 
erates vertically, as shown, or 
horizontally. Used in quantity 
by largest firms in many fields MULTI-USE 

- . « 35 in one plant! 

“PACK-RITE MACHINES ~~; _ Used in quantities for hun- 
828 N. Broadway, Milwaukee 2, Wis. dreds of different heat 
Please rush complete information on your | * i 

Heat Sealing Machines to: sealing jobs. Light weigh 


Attn. of | _compect—=pertedie. 
| three-heat switch. 


Your Product Looks Better. . . 


NATIONAL RIBBON CORP. “ "sain Si.00 foe's 


_Inc., Zion, Ill. For candy. 


Francis Willard and picture of woman of this 
name. Ser. No. 485,187. Robert Young, doing busi- 
ness as The Frances Willard Candy Company, Co- 
lumbus, Ohio. For candy. 

Alex’s. Ser. No. 487,511. Alex L. Magrill, do- 
ing business as Alex-Torts Company, Dallas, Tex. 
For candy and potato chips. 

Stardust, Ser. No. 476,900. Candy Masters Incor- 
porated. Minneapolis, Minn. For candy bars. 

Sumora. Ser. No. 485,640. Matzger Chocolate 
Company, San Francisco, Calif. For candy. 

Annaclairs Ser. No. 487,384. Price Candy Com- 
pany, Kansas City, Mo. For candy. 

Bankers’ Bread. Ser. No. 461,918. Charms Com- 
pany, Bloomfield, N. J. For nutted candies. 

Cherrydale. Ser. No. 478,856. E. Cherry Sons & 
Co., Philadelphia, Pa. For candies, salted nuts, and 
glace fruits and honey. 

Marlon printed on fanciful box cover. Ser. No. 
471,954. Marlon Confections Company, New York, 
N. Y. For candies. 

Whitman’s Sampler. Ser. No. 479,655. Stephen F. 
Whiman & Son, Inc., Philadelphia, Pa. For candy. 

Get a Taste of Texas in Your Mouth, representa- 
tion of star and steer head. Ser. No. 480,941. Adams 
Candy Company, Dallas, Tex. For candy. 

Honey Child. Ser. No. 463,091. Confections, Inc., 
Chicago, Ill. For caramel coated puffed wheat sold 
as a confection. 

Fantasies. Ser. No. 481,118. Nat Newman, Inc., 
Atlantic City, N. J. For candy. 

Treasure Chest. Ser. No. 484,226. William Earl 
Aumann, St. Louis, Mo. For candy. 

Marvin’s King’s Feast Pecan Roll. Ser. No. 483,- 
054. Dallas Candy Co., Dallas, Tex. For pecan 
candies. 

“Oh See”. Ser. No. 472,039. Chasers, Inc., doing 
business as The Ohio Confection Company, New 
York, N. Y. For chocolate-covered almonds, raisins, 
and mints. 

At All Times Barricini in All Climes. Ser. No. 
474,315. Barricini Inc., Long Island City, N. Y. 
For candy, candied nuts, candied fruits, candied 
dates, and candied figs. 

At All Times Barricini in All Climes and picture 
of clock and barometer. Ser. No. 474,316. Barricini 
Inc., Long Island City, N. Y. For candy, candied 
nuts, candied fruits, candied dates, and candied figs. 

Jack-Pot. Ser. No. 472,625. Buren M. Bennett, 
doing business as Empire State Candy Co., Athens, 
Ga. For candy bars. 

Enjoy Life. Ser. No. 474,063. Zion Industries, 





Sells Faster 


satins 
tinsels 
fabeolololab acetals 
taffeta 


novelties 


General Offices 


16. N.Y 
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a FOR RISING OPERATING COSTS to force more and 
more retailers into self service. And look to Coated 
Lithwite Cartons to give your product a real advantage 
in mass displays where eye value means buy value. 
For the smooth, velvety surface of Coated Lithwite 
brings colors up brilliantly . . . reproduces pictures 
with eye-catching realism. Chalk-free. Rub-resistant. 
It gives packages a quality look and feel that helps 
win many a point-of-sale decision. 














Made by a revolutionary new process, Coated Lithwite is the amazing paper- 
board that is formed, made and coated in one high-speed operation. Proved and 
improved for seven years. Used today, for packaging many of America’s most 
famous products, 


Fewer “Jammers” and “Leakers.” Coated Lithwite folds without shattering or flak- 
ing. Takes a tight, positive seal. At present, Coated Lithwite production is completely 
sold up. But now’s the time to investigate Coated Lithwite, talk over future carton 
needs with a Gardner-Richardson representative. 


More eyes reach for your product in 


Coated Lithwite Cartons 


The GARDNER-RICHARDSON Co. © manufacturers of Folding Cartons and Boxboard © Middletown, Ohio 
Soles Representatives in Principal Cities: PHILADELPHIA ~ CLEVELAND ~ CHICAGO « ST. LOUIS +» NEW YORK « BOSTON « PITTSBURGH « DETROIT 
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Do You Know About 


The New Fondant Machine 2 ? 
It A “Dream” Fo Operate i 


Se Simnle . . 
So Easy.. 


Se Gast... 
Sea Clean ...! 


KENMER PRODUCTS 





WRAPPING 


IDEA MACHINES 
Fast-EFFICIENT RELIABLE 


ANDY manafac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they previde the 
economies of fast 
handling along with 
dependable, wuninter- 
rupted operation. In 
use the world over, IDEAL 
Machines are building a 
service record that stands 
anmatched and unchal- 
lenged! Our unqualified 
guarantee is your protec- 
tien. Two models available: 
SENIOR MODEL wraps 16¢ 
pieces per minute; th 
High Speed Special 
wraps 325 to 425 pieces 
per minute. Investigation 
will prove these machines 
are adapted to your most 
exacting requirements. 











WRITE FOR COMPLETE SPECIFICATIONS 
AND PRICES 


IDEAL WRAPPING MACHINE CO. 


EST. 1906 


MIDDLETOWN, N. Y. U.S. A. 
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Bonafide orders filled on basis of date received. 


30 N. LA SALLE STREET 
CHICAGO 2, ILL. 





1; fluence upon the shelf-life and appearance of i 


‘PRINCIPLES and | 
DESIGN of CHOCOLATE | 
COOLING TUNNELS 


By 
Edward W. Meeker 


Research Laboratories 
Walter Baker & Co., Inc. 


What do you know about the chemical factors | 
of chocolate which exert such an important in- 


|| your goods? You will find the complete answer || 
|| in this booklet. Not guesswork! Not surmise! | 
| Just hard-headed research packed into the | 

| scientist's brevity of language. | 








PRICE PER COPY—$1.00 


Quantity Prices will be Quoted 
Book Sales Dept. 


THE 





| 400 W. Madison St. 
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@ The D. C. Cooper Co., Chicago, announces the |! 
development of a jack- . eppe l 
eted kettle, of stainless Automatic Candy Filling! 
steel for heating choc- | 
olate, gelatine and Automatic weighing 
syrups of all kinds. 
This kettle has a stain- 
less steel drain board 
which serves as a lid 
when not in use. Kettle | and quickly on the 
is electrically heated Holm Weighing & 
for safe, sanitary and Filling Machine. 
efficient heating, ther- 
mostatically controlled 
for accurate tempera- 
ture, which will not 
vary 5° plus or minus. 
Another special feature is a stainless steel ther- stainless steel and 
mometer with large 3” dial. The inside kettle has aluminum. 
rounded corners to meet all food regulations. 


and filling of candy 
and nut meats are 


handled accurately 


Parts coming in con- 
tact with merchan- 


dise are made of 


I GP : d . Complete operation 

@ Lawerence G. Preston, vice-president in charge . 

of sales for The American Maize Products Co., for of bag opening, S- Model A-5S 
the past 15 years has 
been elected executive available. 
vice-president, the 
board of directors re- | For full information, write, wire or phone. 


ing and sealing on straight line conveyor belt line-up is 





cently announced. Mr. 
Preston, who has been 
connected with the 
corn refining industry 
for 38 years, began his 
career with the Corn 
Products Refining Co., 
in 1908, as a specialty 
salesman and later be- 
came assistant sales 
manager in charge of 
Southeastern territory. 
Prior to his joining 
The American Maize 
Products Co., in 1931, as vice-president in charge 
of sales, Mr. Preston was associated with the Snider 
Packing Company, in Rochester, N. Y. 


L. G. Preston 


® Allocation of world supplies of dried fruit for the 
marketing year September, 1945—August, 1946, as 
recommended by the Combined Food Board, is 
about 10 percent over the 1944-45 allocation, the 
U. S. Department of Agriculture announces. About 
922,000 short tons of dried fruits are involved, as 
compared with 840,000 the year previous. The 
United States is allocated 44 per cent. 


, P 2 Soe 

® Magnus, Mabee & Reynard, Inc., New York, | : ; Beet 
announces a complete program of free group in- | : % pioneers and original pro- 
surance for its employees at its offices and branches. | > ducers of bag heat sealing 
Benefits are based on earnings. = ; equipment, now offer their 

= - P new and improved line of 
@Sale of 12,600,000 gallons of high-test (invert) | Pacer” Models. The re- 
molasses (estimated the equivalent of about 56,000 SEND FOR CATALOG TODAY! Sul! of 13 years experience 


Seal-It Company, 


short tons of sugar) is announced by the U. S. there is a Sealtight machine age re Poulan oo 
Department of Agriculture. Sales details and con- for our general catalog, illustrating all models wth om 
ditions are available — the department’s Sugar plete information. 


Branch, Washington, 25, D. C. (Booth 430-431 Packaging Show) 


® A cocoa production increase to 3,000,000 bags HEAT SEAL-IT COMPANY 


within five years in Brazil is predicted. That 


country now produces 18 to 20 percent of the 4316 W. PARRISH ST., PHILADELPHIA 4. PENNA 
world’s cocoa output. 
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At Your Finger Tips 


Technical INFORMATION 


For Every Candy Library 











A good candy library will effectively answer ever-occur- 
ring technical questions with instant, complete satisfac- 
tion. Let the experts work for you. Turn their knowledge 
into greater profits for your firm. The books listed here 
are carefully selected to help make your candy library an 
authoritative, finger-tip source of profit-making, time- 
saving technical information. 


1—Chemical Formulary, Volume VI! 
Edited by H. Bennett, F.A.1.C..............+4- $6.00 
2—Glue and Gelatine 
By Paul I. Smith 
3—Food Manufacturing 
By Saul Blumenthal 
4—Glycerine 
By Georgia Leffingwell, Ph.D. and Milton A. 
RE et end aneeadsaeuneee ted $5.00 
5—Handbook for Chemical Patents 
By Edward Thomas, A.B. .........ccccccccces $4.00 


4—Flavor 
By E. C. Crocker 
7—Practical Emulsions 
By H. Bennett 
8—Rigby's Reliable Candy Teacher 
By W. O. Rigby 
9—Soybean Chemistry and Technology 
By Klare S. Markley and Warren H. Goss......$3./ 
10—Spice Handbook, The 
By J. W. Parry 
11—Tropical Fruits 
By Sukh Dyal, B.Sc. (Hons.), M.Sc 
12—Vitamin Values of Foods: A Compilation 
By Lela E. Booher, Eva R. Hortzler, and Eva 
M. Hewston 
13—Confectionery Problems 
oye meena Gere, Be. SF DD. nc cc oscccccs $5.00 
14—Confectionery Standards 
Dy Goreme Semmes, Bes SD, FO. Dy nc ccccccccss $5.00 
15—Photomicrography 
By Charles P. Shillaber 
16—Examining Dentist in Food Hazard Cases 
By Charles A. Levinson, D. M. D. ............ $2.00 


The Manufacturing Confectioner 


400 W. MADISON STREET 
CHICAGO 6, ILLINOIS 
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Address 


® Col. Rohland A. [sker, commanding officer of the 
Subsistence Research and Development Laboratory 
since August, 1939, announces leaving the army 
to establish Hooper- 
Isker, Inc., a Chicago 
agency specializing in 
food advertising. At 
SRDL. Col. Isker 
gained recognition for 
his research and devel- 
opment of emergency 
rations “C,” “D,” “Kk,” 
and “10-in-1.” At its 
wartime peak, the lab- 
oratory employed 265 
persons, made almost 
30,000 food tests a 
month, and bought $3.- 
000,000 worth of food- 
stuffs daily. His work 
made American troops “the best fed army in the 
world,” it is widely agreed. The Colonel, who al- 
ways keeps a large white apron in his desk drawer, 
will personally preside over a research kitchen he 
himself designed. 


Col. R. A. Isker 


® Otto Schnering, president, Curtiss Candy Co,, 
Chicago, reports his firm gave over five million Baby 
Ruth and Butterfiinger candy bars to servicemen 
and women during the war. Distribution was made 
at service centers, canteens, hospitals, ports of em- 
barkation, and in conjunction with a Curtiss-spon- 
sored camp show. 


®@ Starr Confections, Chicago. recently appointed 
Joseph C. Seide & Sons, New York, its eastern rep- 
resentative, says S. S. Slidell, Starr’s sales manager. 


@ John Casani, Philadelphia candy wholesaler, has 
been named regional director of the Pennsylvania 
district of the newly organized National Candy 
Wholesalers’ Association. 


@ Mr. Albert Rubin, for the past nine years food 
buyer of Nevins-Sun Ray, chain stores, will take 
over the duties of candy buyer for the chain, replacing 
Philip Greenberg, whose recent death left the vacancy. 
Mr. Rubin will now handle both candy and food buying 
posts. 


@ F. & F. Laboratories, Inc., Chicago, plan enter- 
ing the hard candy field with a million dollar opera- 
tion within six months. Officials plan to spend about 
$750,000 on equipment alone. 


@ Life Magazine is reported planning a feature 
article on the confectionery industry for early issue. 


@ Final steps in the merger of the Nationa] Canay 
Co., and the Clinton Co., were taken recently when 
the candy company’s stockholders voted to change 
its status from a New Jersey to a Delaware cor- 
poration. Stockholders of the Clinton Co. the 
nation’s third largest corn products manufacturer 
have already approved charter changes necessary. 
The new company will be known as the National 
Candy Co., of Deleware. Offices of the candy com- 
pany are in St. Louis, and of the Clinton Company 
in Clinton, Iowa. 
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New England States 


CONFECTIONERY BROKERS 





South Atlantic States {contd.) 





JESSE C. LESSE 


Candy and Allied Lines 





Office and Sales Room 
248 Boylston Street 
BOSTON 16, MASS. 





SALES DEVELOPMENT ‘CO. 
Phone: LAF 7124 
MASSA 


CHUSETTS 
Covering New England over 22 yrs.— 
ccounts Solicited. 


(M 
114 State St. 
BOSTON 


Terr: 





Middle Atlantic States 





S. P. ANTHONY 
wy Representatives 
P. 


. Box 1355—Phone 2-8469 
READING, P’ 


VANIA 
Terr: Pa., Md., Dela., Washington, D. C 


FACTORY SALES COMPANY 


Broad Street Bank Building 
TRENT 





° JERSEY 
Specialists in Specialties 
Terr: N. J.; Pa.; Dela.; Md.; & 
Washington, D. C. 


M. GRUNBERG 
3619 Rutherford St., Phone 4-7138 


HARRISBURG, PENNA. 
Territory: Penna., Md., Dela., D. C 


CANDY ED KITCHEN 
Phones: Hazleton 306R1, 21731 
LATTIMER MINES, PENNSYLVANIA 
Over 20 yrs. serving upstate N. Y. & Ps. Job- 
ers, Chains, Dept. } any Vending & Food 
istrs 


LETERMAN-GLASS 
30 Rockefeller Plaza—Phone CO-5-4688 
NEW Y 20, N. Y. 
the entire » U. Ss 
FRANKLIN ‘RAY 
1419 W. Allegheny Ave. 
PHILADELPHIA PENNSYLVANIA 
Terr: Pennsylvania and W. Virginia 
Active coverage every six weeks. 


H. V. SCHECHTER SALES 








Terr: 





Manufacturers’ Representatives 
Located in the Hub of the South 
Offices and Display Rooms 
17-20 Peters Bldg.—Phone: Jackson 6596 
ATLANTA 3, GEORGIA 
Terr: S. States, Ga., Fla., Ala., Tenn., 
N. C., S. C 





WM. E. HARRELSON 
Manufacturers’ Representative 
5308 Tuckahoe Ave.—Phone 44280 
RICHMOND 


INTA 
Terr: W. Va., Va., N. & S. Caro 


HUBERT BROKERAGE COMPANY 
Candy and Allied Lines 
72 Spring St., S. W. 
“Across St. from Terminal Sta.” 
A EOR 





TLANT. . G 
: Ga., Fla., & Ala., for 18 yrs. 





MARVIN V. HULING 
Candies—Food «T° “eee 
P. O. Box 
wonens. — CAROLINA 
Terr: No. 





& So. Caro., Ga. & Va. areas. 





MUNN FOOD PRODUCTS 
Candy Brokers 
Manufacturers of Sandwiches 
Telephone: 3751 
CHERAW, SOUTH CAROLINA 





C. L. POSTON 


335 Burgiss Building 
JACKSONVILLE 2, FLORIDA 
Confections & Allied Lines 
Terr: Ga.: & Fla. 20 yrs. in terr. 





ROY E. RANDALL 
Manufacturer’s Agent 

P. O. Box 605—Phone 7590 

COLUMBIA, SO. CAROLINA 


Terr: N. & S. Carolina. Over 25 yrs. in area 





W. M. ROGERS & COMPANY 


Brokers & Distributors 


Gen. Offices: Rogers Terminal Bldg 
WILSO 


IN, NORTH CAROLINA 


Terr: Eastern No. Carolina 





HUNTINGTON 14, WEST V. 
Candies, 


H. H. SMITH 


Box No. 1202 


HERBERT W. GLASSMAN & CO. 


East No. Central States (contd.) 
GLATZ BROS. 


Confectionery & Food Products 
PEORIA, ILL.—SPRINGFIELD, ILL 
Serving Central Ill. 39 yrs. 


WALTER M. GREESON CO. 
101 Smith Street 


FLINT 3, MICHIGAN 
“We Are — ro Service Always— 


d All Ways 
Terr: Michigan. Estab. Since 1932 
BERNARD B. HIRSCH 


229 E. weconate Ave. 
MILWAUKEE 2 


. WISCO) 

Terr: Wis.; ka.; Ill. (excluding Chicago); 
Mich. (Upper Penn.) 
DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 


"JOS. H. KENWORTH __ 


850 Lake Shore Drive—Phone: Whitehall 4850 
CHICAGO II, 
Territory: Chicago, Milwaukee, Minneapolis 
St. Louis. Detroit. 25 years in territory. 

















HARRY KISSINGER 
Candy—Novelties—Specialties 
3846 McCormick Ave.—Phone Brookfield 9691 
HOLLYWOOD, ILLINO 
Terr: Ohio, Mich., & Ind 





HARRY LYNN 


Candy Manufacturers’ Representative 


1511 Hyde Park Blvd 


CHICAGO 15, ILL. 
Terr.: i 


: Chicago, Milwaukee, Ill 





, Ind., S. Wis. 
G. W. McDERMOTT 
100 


North Ravmond St.—Phone 382 
I . WISCONSIN 
Wisc. & Upper Mich.—covered every 
five weeks. 





J. W. NELSON 
47 Hichland Ave.—Phone 3737-] 
ELMHURST, ILLINOIS 
: All of Ill., Wisc., Upper Mich., for 20 


yrs. makina regular trips. 





Marbles, School Tablets, 
pers, Stationery, Napkins 


A. 
Wax Pca- 
Terr: W. Va., & Eastern Ky. 





ASSOCIATES 
MU 3-8847—220 Fifth Ave. 
NEW YORK 1, N. Y. 

Candy and Allied Items 
Terr: Metropolitan New York 





Terr: 


W. M. (BILL) WALLACE 


Candy and Specialty Items 


OWEN BROKERAGE COMPANY 


Non-competitive lines only 
P. O. Box No. 


463—Phone 355W 
RICHLAND CENTER, Sc. 


Terr: Wisconsin & S. Minnesota 





P. O. Box 472—111 Blair Bldg. 
DECATUR, GEORGIA 


Ga. & Fla.—Work every town 


PEIFFER FOOD PRODUCTS CO. 


nmported ond Domestic Candies 


104 So. Mich. Ave.—Phones: State 3531-32 


CHICAGO 3. 


TLL 





SAUL STEIN ASSOCIATES _ 


Importers & Distributors of Fine Confections 


East No. Central States 








401 Broadway—Phone WOrth 4-7344 
NEW YORK 13, N. Y. 
Terr: Entire United States 





IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA 


CLEVELAND 14, OHIO 
Terr: Cleveland-Northeastern Ohio 
Vont 5 lb. box lines for Holiday, Easter Trade 


A. K. ACKERMAN COMPANY 


a 1896 Food and Candy Brokers 


53-55 Leader Building 


str: Ohio 


ARTHUR H. SCHMIDT CO. > 


524 Rockefeller Building 
CLEVELAND 13, OHIO 
M-mber Not’l. Conf. Salesmen 
RByckeve C 


Aes'‘n. Candy Club. 








26 Years Experience 
Territorv: Pa. & W. Va. 


South Atlantic States 








EDWARD A. (Candy) BARZ 


Manufacturers’ Representative 
Broker & Expedciter 
DO Pox 295 


SOMMER & WALLER 
Manufacturers’ Representatives 
£336 Merviand Ave.—Vin. 7174 
CHICAGO 19, ILL. 
ing Metropolitan Chicago 
Sales Area for 25 years 





LA PORTE. INDIANA 





CHARLES R. ALLEN 
P. O. Box 286—Phone 3-3641-42 
CHARLESTON 3. SO. CAROLINA 

Branches: Savannah. Ga.; Atlanta, Ga.; Jack- 
sonville, Fla.; and Charlotte, N. C.—Covering 


201 N. Wells St. 
CHI 


H. K. BEALL & CO 


Phones RANdolvh 1618-1628 
CAGO 6, ILLINO 


1S 
Territory: Illinois, Indiuna, Wisconsin TT: 
25 veors in the Condy Business 





Southeastern terr. 





J. N. ALLEN & CO. 


CHARLES R. COX 


Chicago, 


WARREN A. STOWELL 
& ASSOCIATE 
Phone TRianale 1265 
7943 So. Marshfield Ave. 
CHICAGO 20. ILLINOIS 
Greater Chicago 


radius incl 
Milwaukee, Wis. 





1498 Erie Bivd. 
SANDUSKY, O 


fe} 
Territory: Ohio, Michiaan, and Indiana 





Territory: North Carolina 


ROGER ETTLINGER 


GRAND RAP 


Cc. H. THOMPSON 
1421 Siqsbee St., S.E. 


IDS 6, MICHIGAN 
Territory: Michiaan only. 





Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 21, MICHIGAN 


Terr: Entire state of Michigan 





JOHN L. COURSEY, JR. & CO. 





a gy & Specialty Items 
©. Box 444—Phone 1355 
MCKORY, NORTH CAROLINA 
Terr: Va., N. C., S. C., 


lor March, 1946 


M. H. GALFIELD COMPANY 


MILWAUKEE 3, 
i Terr: 
Ga. 


743 N. 4th Street 


WAHL BROKERAGE 


Manufacturer’s Representatives 
3813 


N. Cramer St. 


MILWAUKEE 
Terr: Mich., 


NSIN 
Ind., Tll., Wis., part of Iowa 
and Minn. 





WISCO 
Wis., upper Mich. & N. Tl 


(Only reliable accounts solicited.) 


WALTERS & COMPANY 


Complete Brokerage Service 


31 Eest George Street 


INDIANAPOLIS 4, INDIANA 
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CONFECTIONERY BROKERS 








East So. Central States 


West So. Central States 





Pacific States 





FELIX D. BRIGHT 
Representative of Manufacturing Confectioners 
Phone 8-4097—P. O. Box 177 
A-Three Sterling Court 
NASHVILLE 2, TENN. 

Terr: Ky., Tenn., Ala. 


CLAXTON BROTHERS 
Located in the center of the South 
Merchandise Brokers Bldga. 
MEMPHIS 3, TENNESSEE 
Reg. & thoro coverage of Tenn., Ark., 
Miss., and Ala. for over 25 years 


J. L. FARRINGER 
1900 Cedar Lane, Phone 8-8470 
NASHVILLE 4, TENNESSEE 
Established 1924 
Terr.: Tenn., Ky., & W. Va. 


KENTUCKY BROKERAGE CO. 


271 South Hanover Ave. 
KENTUCKY 











Special Sales Agents in candies, chewing gum 
and allied lines. Banking references. 
Terr: Ky., E. Tenn., part of Va. and W. Va. 


PICKRELL and CRAIG CO. 
Incorporated 
LOUISVILLE 2, KY. 

Also Offices and Warehouses at 
Middlesboro and Lexington, Ky. 








TUCKER BROKERAGE COMPANY 

P. O. Box 121, Crosstown Sta.—Phone 4-0175 
MEMPHIS 4, TENNESS: 

Conf. Mfgrs. Agent in Ark., Miss., La., & Ala 





West No. Central States 


H. L. BLACKWELL COMPANY 


Emery Way at Sunset Drive 
EL PASO, TEXAS 


Phone: Main 8253 
Terr: Tex., N. Mex., and Ariz. 


J. J. BOND & COMPANY 
1840 Hill Crest—Phone: 7-1800 
FORT WORTH 7, TEXAS 
Territory: Texas 


D. J. DUNCAN & SON 


Confectionery and Sundry Lines 
3336 Hanover Street 
ALLAS 








Terr: Texas and Oklahoma 


EASON BROKERAGE COMPANY 
Banking & Trade Reference 
P. O. Box 1872—Phone Britton 583 
OKLAHOMA CITY 1, OKLAHOMA 
Terr: N. M., So. Kansas., Panhandle Tex. 


JACK NICHOLS, JR. 
Candies-Confections 
Phones: Logan 6-1608, Justin 8-5842 
3115 Daniels Street 

2 DALLAS 5, TEXAS 


Terr: Texas and Louisiana. 











Mountain States 





E. G. ALDEN & COMPANY 
Box 5014 Term. Sta.—Phone Lakewood 599W 
DENVER 17, COLORADO 
John Alden traveling—Colo., Wyo., Mont., 
& Neb 





GEORGE BRYAN 
BROKERAGE Co. 


410 Walnut Blda 
DES MOINES 93, IOWA 
Consistent and thorough coverage of whole- 
sale candy and tobacco, wholesale grocery 
-hain store trade in central, eastern Iowa 


ELMER J. EDWARDS 
Candy Broker 
3933 Elliot Ave., So.—Phone Colfax 9452 
MINNEAPOLIS 7, MINN. 
Terr: Minn., N. & S. Dak.—Special attention 
given to Twin City trade. 


A. E. ERICKSON 
334 North First Street 
MINNEAPOLIS 1, MINNESOTA 
Terr: Minn., N. D., S. D., W. Wis. 
With Luden’s, Inc. for 15 yrs. in same terr. 


GRIFFITHS SALES COMPANY 
707 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 
We specialize in candy and novelties. 
Terr: Mo., Ill., and Kan. 


LEON K. HERZ 


1290 Grand Ave., Emerson 7309 
ST. PA 5, MINN 














Terr: Eastern N. Dak., Minn., ‘Western Wis 


HUTCHINS BROKERAGE Co. 
218 Third Ave., N. 
MINNEAPOLIS 1, MINN. 

Terr: Minnecvolis and Adj. Terr 


HYDE BROS. 
Candy Specialists 
P. O. Box 396, LINCOLN, NEBR. 
P. O. Box 1852, WICHITA, KANS. 
Terr: Covering Missouri Valley over 30 yrs 


N. VAN BRAMER SALES Co. 
3844 Huntinaton Ave. 
MINNEAPOLIS 16, MINNESOTA 
Territory: Minn., N. Dak., S. Dak., Ia., Neb. 
Covercge every six weeks 
Resident salesman in Omaha, Nebr. 


J. A. YOUNGDOFF 
Specializing in conf. items adapted chain & 
volume buyers. 

1106 East 33rd Street 
KANSAS CITY 3, MISSOURI 
Terr: Mo. except St. Louis, Ia., Nebr., Kan., 
Okla., Ark. 
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REILLY ATKINSON & CO., INC. 
Confectionery & Food Products 
SALT LAKE CITY, U.—BOISE, IDA. 
Terr: U. & Ida., with contiguous sections of 
adjoining states. 


CAMERON SALES COMPANY 
5701 E. 6th Ave.—Phona: Dexter 0881 
DENVER 7, COLORADO 
Terr: Colo., Wyo., Mont., Idaho, Utah 
and N. M. 








ELGGREN BROTHERS & CO. 
Established 1906 
P. O. Box 105—520 W. ?nd, So. 
SALT LAKE CITY 8, UTAH 
omplete coverage all jiobbing trade Utah, 
Ida., Mont., W. Wyo., E. Nev. 


T. J. LANPHIER COMPANY 
Confectionery and Food Products 
BILLINGS B REAT FALLS 





UTTE 
(General Office) 
Territory: Montana & Northern Wyoming 
Established 1907 


J. M. RANKIN COMPANY 
P. O. Box 426—Soruce 2912 
DENVER 1, COLORADO 
Terr: Colo., Wvo., Black Hills of S. Dak., 
Western Kans., Northern N. Mex., W. Nebr. 


GEORGE L. TRACY CO. 
509 Metals Bank Building 
BUTTE, MONTANA 
499 Stenleton Building 
BILLINGS, MONTANA 
(Headquarters Great Falls) 
Regular coverage of N. Wyo. & Montana 


GEORGE L. TRACY CO. 
813-814 First National Bank Building 
GREAT FALLS, MONTANA 
(Headcuarters) 

(Also offices in Butte and Billings) 
Concentrated coverage Mont. & N. Wyo. 


HARRY YOUNGMAN BROKER- 
AGE COMPANY 


2145 Blake Street 
DENVER. COLORADO 
Territory: Colo., Wyo., Utah, Idaho, Mont. 




















ACE CANDY SALES CO. 


(Div. of Western Food Preducts Co.) 
20614 So. Rexford Drive 
BEVERLY HILLS, CALIFORNIA 
Solicit accounts for So Calif. 


GENE ALCORN & CO. 


1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
383 Brannan Street 
SAN FRANCISCO 7, CALIF. 
Territory: State of California 


BELL SALES COMPANY 


100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 
Candy & Food Specialties 
Terr: Calif., Reno, Nev., Hawaiian Islands 


JOHN T. BOND & SON 
§37 S. Wilton Place—Phone: Federal 6028 
LOS ANGELES, CALIF. 
Territory: Pacific Coast 
Our 25th Year in Candy and Food Field 


THE GOULEY BURCHAM CO. 


1848 E. Vernon Avenue 
LOS ANGELES 11, CALIFORNIA 
Terr: S. Calif., Ariz., N. Mex., W. Tex., 
Offices: L.A., Phoenix, Tucson, El Paso, 
Albuquerque. 


CARTER & CARTER 


Confectionery Mfr's. Agents. Established 
with Industry since 1901. 
91 Connecticut St.—Phone: Main 7852 
SEATTLE, WASHINGTON 
Terr: Wash., Ore., Utah, Ida., Mont., Nev., Wyo 


- ‘THE EDWARD M. CERF CO. 


740-750 Post Street 
SAN FRANCISCO 39, CALIF. 
Specializing in candy and allied lines; 
Unexceptionable banking, other references. 


- MALCOLM S. CLARK CO. 


332 Virginia Ave. 
FRANCISCO 























1238 N. W. Glisan 
PORTLAND, OREGON 
P. O. Box No. 176, Phoenix, Arizona 


J. RAY FRY & ASSOCIATES 


420 Morket St.—Phone Gorfield 7690 
SAN FRANCISCO, CALIF. 

Terr: Colif., Ore., Wash., Mont., Ida 
Utah, Wyo.. Nev., Ariz. 








CHARLES HANSHER 
416 Weet Fighth Street 
LOS ANGELES 14, CALIFORNIA 
ersonal contacts with chains, iobbers, syndi- 
cates & dept. stores throughout Calif 


HARTLEY SALES COMPANY 


GEORGE W. HARTLEY 

742 S. W. Vista Avenue—Phone: ATwater $800 
PORTLAND 5, OREGON 

Territory: Oregon, Washington & Idaho 


KESSLER BROTHERS 


Garfield 7354—Phones—-YUkon 1095 
799 Mission Street 
SAN FRANCISCO 3, CALIF. 
Terr: 11 Western States, Army, Navy, Export 
Wholesale, Jobbing, Retsil. Offices: S. F., L. A 
. Portland, Honolulu. 


I. LIBERMAN 
Manufacturers’ Representative 
1705 Belmont Avenue 
SEATTLE 22, WASHINGTON 
: Wash., Ore., Mont., Ida., Utah, Wyo 
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THE MANUFACTURING CONFECTIONER’S 


CLEARING HOUSE 











RATES: Line 35¢ (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 





HELP WANTED: FEMALE 











POSITIONS WANTED (Contd.) 


SALES LINES WANTED (Contd.) 








Chocolate dipper for retail store 
in popular Mich. summer resort. 
Must be experienced, neat and 
clean and sober. Nut clusters 
principal item. July and August. 
Good surroundings, fine climate, 
top salary. Please write now for 
details. Address B-2461, c/o The 
Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, III. 





HELP WANTED: MALE 





Foreman for Mogul Room. Plant 

located in the East. Must un- 
derstand steel moguls and as- 
sist in maintenance of machines. 
Good position. Write stating pre- 
vious experience, age and salary 
expected. Address C-3465, c/o 
The Manufacturing Confectioner, 
400 W. Madison St., Chicago 6, 
Til. 





WANTED: CANDYMAKER -- 

SALES DEMONSTRATOR. 
All around experienced candy- 
maker to travel, sell and demon- 
strate ingredients for well es- 
tablished firm. Technically mind- 
ed experienced candymaker pre- 
ferred. Salary plus expenses 
when traveling. To speed de- 
cision please furnish photograph, 
details regarding previous em- 
ployment, practical experience, 
age and salary expected. Address 
C-3467, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, III. 





Help Wanted: Enrober man fa- 

miliar with Greer and National 
Enrober Machines. Steady work, 
good pay and pleasant surround- 
ings. Apply Andes Candies, 4430 
N. Clark St., Chicago, TI. 





POSITIONS WANTED 








INDUSTRIAL CONSULTANT 
Licensed engineer with broad ex; erience in 
foot industry to perform plant layouts, 
design and construction, production. methods 
materia! handling,  incent'ves 
controls, and labor rel tions 
Free to take a few assicnments. 
Fee or salcry bas:s. 
Addres: C-2459. c/o 
THE MANUFACTURING CONFECTIONER 
400 W. Madison St. Chicago 6, tllinois 


management 











for March, 1946 


Confectionery Technologist, 

Chemist. If you are seeking a 
technologist who can apply lab- 
oratory findings to plant prob- 
lems, do product development and 
control work, and who can bring 
into the industry the necessary 
scientific know how, I shall be 
pleased to hear from you. B. S. 
in Chemistry, 4 yrs. broad experi- 
ence in the confectionery indus- 
try. Recently discharged veteran, 
married, 28. Desire responsible 
position leading to executive fu- 
ture. Address C-34610, c/o The 
Manufacturing Confectioner, 400 
W. Madison St.. Chicago 6, III. 


BUSINESS OPPORTUNITIES 








If basic raw materials are sup- 

plied, old established Choco- 
late and Candy Manufacturer in 
the New York Metropolitan 
Area is in position to manufac- 
ture and pack under your own 
private label. Reprocessing of 
imported chocolate liquors * and 
coatings a speciality. Modern 
equipment available for chocolate 
coated bars, novelties and Euro- 
pean type molded goods. Also 
packing and wrapping facilities 
on modern automatic wrapping 
machines. Veterans are invited 
to avail themselves of our ser- 
vices. All inquiries receive con- 
fidential and prompt personal at- 
tention. Address C-3464, c/o 
The Manufacturing Confectioner, 
400 W. Madison St., Chicago 6, 
Ill 





SALES LINES WANTED 





Jobber-Distributor covering 
northwestern North Carolina and 
southwestern Virginia, wants 
lines of popular candies and bak- 
ery products. Car-Del Supply 
Co., Mount Airy, N. C. 





Candy and Allied Lines—After 
16 years with Luden’s, Inc., 
have resigned and entered brok- 


erage business. Interested in 
candy and allied lines for Florida, 
Georgia, Alabama. T. H. Hubert. 
c/o Hubert Brokerage Co., P. O. 
Sox 149, Atlanta 1, Ga. 





MANUFACTURERS 


Are you looking for salesmen 
to represent you for the coming 
year? We can put you in touch 
with experienced men covering 
practically all the United States 
Correspondence invited. 
Western Confectionery Sales- 
men’s Association. 
Walter Rau, Sec’y-Treas. 
36 E. Highland Ave. 
Villa Park, Il. 














MACHINERY FOR SALE 





1--6 ft. Diameter Ball Beater. 100 

Gallon Day Mixer—Double 
Paddle—Horizontal. 1--500 Ib. 
Capacity Chocolate Tempering 
Kettle. 1--Hand Operated. Seal- 
ing Machine. 1--Rostoplast Suck- 
er Machine—Ball Shape. 1--Tank 
and 200 Pans for Crystalizing 
Cream Goods. 1--60 Gallon Na- 
tional Equipment Tilting Kettle 
with Stirrer for making Cara- 
mels. 300--Steel Caramel Pans 
built for nesting Size 18"x24"x2" 
Deep. 10-- Miscellaneous Size 
Copper Kettles. Address C-3462, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, Ill. 





For Sale: One Heatsealing Ma- 

chine, A. C. 110 Volts, Prac- 
tically new. Address C-3463, c/o 
The Manufacturing Confectioner, 
400 W. Madison St., Chicago 6, 
Il. 


Five Sandmaster National bundle 
tvers, Model D-1, 1/6 HP, 
single phase, 110 V. Two Dexter 
Folder Boston Wire) stitching 
machines, 1/4 HP, single phase, 
110 V. Two 5 HP jacketed type 
dry powder mixers, 600 Ib. cap- 
acity. One 5 HP dry powder 
mixer, 400 Ib. capacity. One Mat- 
son and Thiede Auger type dry 
powder filling machine One 
Standard Knapp case filling ma- 
chine, with stepped conveyors. 
Address C-3466, c/o The Manu- 
facturing Confectioner, 400 \V. 
Madison St., Chicago 6, III. 
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THE MANUFACTURING CONFECTIONER’S 
CLEARING HOUSE 














RATES: Line 35¢ (Bold Face 70c); Display—cCol. In., 1 time $6.00, 2 or more $5.00. 








MACHINERY FOR SALE (Contd.) 





MISCELLANEOUS 





For Sale—Chicago 5’ cream beat- 

er. Exceptionally sturdy. Good 
running order. New gears. $450 
F.O.B. Chicago. Fannie May 
Candy Co., 1137 W. Jackson 
Blvd., Chicago. 





For Sale—Ideal caramel wrap- 

ping machine now operating in 
our plant, size 3/4x1%”". $1,- 
500.00 F.O.B. Chicago. Archi- 
bald Candy Corp., 1137 W. Jack- 
son Blvd., Chicago, Ill. 





MACHINERY WANTED 

















WANTED 


YOUR IDLE MACHINERY 
WILL BUY FROM SINGLE ITEMS 
TO COMPLETE PLANTS 


URGENTLY WANTED: Copper Coating 
Pans and Vacuum Pans; Tablet Machines; 
Dryers and Mixers; Jacketed Copper and 
Aluminum Kettles. Describe fully and 
gcuote prices. 
<> THE KEY TO SAVING TIME AND MONEY 
SOUDATED 
rr 

PRODUCTS COMPANY, Inc. 

NEW YORK 7, N. Y. 











BRAZILIAN 
COCONUT 


Unsweetened Shredded 
or Grated 


delivery: March-April, 
May and June, 1946 


Write or Wire: 


Overseas Trading Corp. 


420 Lexington Ave. 
NEW YORK 17, N. Y. 











USE M.C. CLASSIFIED ADVER- 
TISING to Sell or Buy Used 
Equipment. 


MISCELLANEOUS (Contd.) 





Contract designing & drafting, 

for any plants, inventors, & 
candy machinery & develop- 
ments. Send problems. Address 
C-3461, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, Il. 


We offer $15.00 for a copy of 

Matthew Berman's “The How 
and Why of Candy Making”. Ad- 
dress C-3468, c/o The Manufac- 
turing Confectioner, 400 \V. Mad- 
ison St., Chicago 6, IIl. 











WE BUY & SELL | 


ODD LOTS » OVER RUNS « SURPLUS 





SHEETS*ROLLS-SHREDDINGS 
Cello-‘ane rolls in cutter boxes 100 ft. or more 
ALSO MADE GC? OTHER CELLULOSE FILM 
Wax - Giassine Bags, Sheets & Rolls 
Tying Ribbons-All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond ‘Cellophane’ Products 


Harry L. Diamond Robert 1, Brown 
“4t Your Service 
2902 So. Michigan Ave., Chicago 16, Ill. 























CONFECTIONERY BROKERS 





Pacific States (Contd. from p. 74) 





R. C. MEAD COMPANY 


1807 E. Olympic Boulevard 
LOS ANGELES 21, CALIFORNIA 


Coverage—Pacific Coast States 


RALPH L. MUTZ COMPANY 


Ralph and Jim Mutz 
608—16th St. 





OAKLAND 12, CALIF. 


Concentrating on Northern Calif. 


| 
| 


JACK SINGER & COMPANY 
1680 No. Sycamore Avenue 
LOS ANGELES, CALIFORNIA 
Solicit Accounts for Cal., Ore. & Wash. 
Specialty work in above territory. 


GEORGE R. STEVENSON CO. 


302 Terminal Sales Building 
SEA . WASH. 
Territory: Wash., Ore, Ida., Mont. 
Over 20 years in this area. 





L. J. THOMPSON 
1238 N. W. Glisan Street 
PORTLAND 93, OREGON 


Terr: Ore., Wash., W. Idaho 





HARRY N. NELSON CO. 
112 Market Street 
SAN CISCO 11, CALIF. 
Established 1906. Sell Wholesale Trade Only. 
Terr: Eleven Western States 
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ROBERT E. THYR COMPANY 
Confectionery & Allied Lines 
200 Davis St.—Phone Douglas 8590 
SAN FRANCISCO 11, CALIFORNIA 
Terr: Calif., Nev., & Hawaiian Islands 


JERRY W. TURMELL COMPANY 
4127 Crisp Canyon Rd.—State 44713 
SHERMAN OAKS, CALIFORNIA 
(20 minutes from Los Angeles) 

Terr: Calif., Associates at Hawaii, Philippines 
and China. Established since 1932. 


RALPH W. UNGER 
923 East 3rd Street—Phone: Trinity 8282 
LOS ANG) . 


Terr.: Calif., Ariz., N. Mex., West. Tex., Nev. 


ROGER S. WATSON CO. 
Phone: AXminister 1-2810 
5610 S. Western Ave. & 1025 N. Highland 
LOS ANGELES 38, CALIF. 
Terr: Calif. Another line required. Non 
competitive with present lines. 


WITTENBERG-ROSS 


24 California St.—Phone: Exbrook 7973 
Ss. cisco 1 ALIFORNIA 


1, ¢ 
315 West Ninth St.—Phone: Trinity 7159 
ANGELES 15, CALIFO! 
Terr: Calif., Ore., Wash., Hawaii & Export 











THE MANUFACTURING CONFECTIONER 





IMMEDIATE SHIPMENT! GUARANTEED 
REBUILT, MODERN MACHINERY! 


Here Are Just a Jew of Many Specials ! All Subject te Prior Sale! 


® Racine Sucker Machines w:th Con- ® Simplex Steam and Gas Vacuum 
veyors. 


Cookers. 
© Berten Plastic Machine with large as- 
sortment of dies. 


® Package Machinery Model KH Long 
Salt Water Taffy Wrapper. 


® 10 to 150 gal. cap. Single and Double 
Mixing Kettles, Stationary and Tilting 
Types. 


® Rose Candy Twist Wrapper. 
® Dayton and Ball Cream Beaters. 
® ideal Caramel Cutters and Wrappers. 


®@ Mills 2 way Automatic Caramel Cutter. 
Pack Machi Model L. P. 2 
Se eee : ® Package Machinery Co. LP and LP 2 
® 16", 24" and 32" National Equipment 7 Be 1 Sucker Wrappers. 
Enrobers with automatic Feeder, De- - fo E : : 
tailer, Cooling Tunnels and Packing j ‘ : it = bd Gaebel Continuous Automatic Plastics 
Tables. * “ta ae. Hard Candy Outfit with Automatic 
® 300 to 2000 Ib. Chocolate Melting ; | Be ie zg Batch Roller, Heated Sizer, with 
and Mixing Kettles. vhs ‘ , { 
® National Equipment Automatic Wood 
and Steel Moguls. 
® Single and Double Huhn Starch Dryers. 
® Racine Model M. Die Pop Machines. Racine Mode! M Die Pop Machine 





Chains and Cooling Conveyor. 


Write or Wire Your Requirements Collect 


WE PAY MORE FOR YOUR USED MACHINERY 


Realize high cash prices for surplus equipment! Whether it be a machine, de- 
partment or complete plant. WRITE OR WIRE US COLLECT, giving details so 
that we can promptly submit a substantial cash offer. 


National Equipment 24°' 


UNION STANDARD EQUIPMENT CO. 


318-322 Lafayette Street . NEW YORK i} oe ae ° '@fele) is) PWelela:t 43 ‘@felahictdaalelai) 


for March, 1946 








“Confectionately Yours...” 


“is Allen, of radio fame, says 
that the Hershey chocolate 
people are trying to keep him in 
pictures: “When I am on the screen,” 
he says, “more people come out in 
the lobby and buy Hershey bars 
than for any other actor.”—Reader’s 
Digest. 

(It being near tax-paying time, 
we thought this item was pertinent 
—Ed.): “A village character was 
filling out an income-tax blank and 
came to the part marked ‘Do Not 
Write in This Space.’ Incensed at 
this limitation on his personal lib- 
erty, he pencilled in the forbidden 
space—‘I will write where | damn 
please.’ ”—Reader’s Digest. 

“Baltimore—(AP)—If you take a 
snort of “moonshine” now and then 
and find it tastes like cheap candy, 
blame the sugar shortage. ‘Moon- 
shiners are getting so hard up for 
sugar that some have actually been 
caught buying cheap hard candy 
and melting it down to get sugar to 
make alcohol, reports Robert E. 
Tuttle, Maryland supervisor for the 
alcohol tax unit.” — Chicago Daily 
News. 

“A bunch of the germs were hit- 
ting it up one day in the bronchial 
saloon. Two bugs on the edge of the 
larynx were jazzing a ragtime tune, 
while back of the teeth in a solo 
game, sat dangerous Dan Kerchoo, 
and watching him play was _ his 
light-of-love, that lady that’s known 
as Flu.”—Sweetmeets. 

“Life,” believes harried President 
Truman, “becomes more hectic with 
each passing week,” or so he an- 
nounced recently to the nation at 
large. As Chief Executive and prin- 
cipal member of the G.W.I.C.I. (Gee 
Whiz, I’m Confused, Inc.) the Man 
from Missouri should know. Mr. 
Jonathan X. Yerkle, a maple sugar 
manufacturer from Vermont, up- 
held the President in a Chicago in- 
terview recently by saying: “The 
President is absolutely right! The 
termites are getting into my maple 
trees and are getting worse every 
day. That’s hectic, boy—that’s hectic 
And termites,’ he added indignant- 
ly, ‘never happened during the 
Hoover administration.’ °—Chicago 
Daily News. 

A candy store in Wheeling. West 
Virginia, aptly twisted a hoary 
maxim into this bit of merchandising 
information: “Gone Today — Here 
Tomorrow.” The Chicago Tribune’s 
famous “In the Wake of the News” 
column honored the idea in “Signs 
of the Times Dept.” 
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Ambrosia Chocolate Co. .............c.000 53 
American Dry Milk Ass'n. ........................ 8 
American Food Laboratories. 

SORE SERES Oe Feb. ’ 
American Lecithin Co.  .........c.cccccccscscesess 
American Machine & Foundry Co........... 
Amsco Packaging Machinery, Inc 
Angermeier, T. H. & Co. 0 oo......cccccccceseeeeee 
ee Jan. ’ 
Aromanillar Co., Inc. ............0.ccccccccecccsssesees 


nr I Os cenieabninnsen 
I IIE Ts Seicescecnescenesexéencseseaboensl Jan. 
Basson’s Dummy Products 

Berry Copper Works, A, .................. Feb. * 
Blumenthal Bros. 

Bond, John T. & Son 

Borden Company, The 

Brokers Confectionery . 
Bulkley. Dunton & Co. o00..00......ccccccccceeees 
Burrell Belting Co. 


California Fruit Growers 
acetate o. 

Candy Merchandising 

Cayol Foods 

CUES TI, TRG, noncasnccesscnccevcovcesecoced Feb. ’ 

Cocoline Products, Inc. ..............00.0.... Dec. * 

Cleary Corporation. W. A. 

Clinton Industries, Inc. 

Consolidated Products, Co., Inc. 


Corn Products Sales Co. 0.00.00... 45 


Diamond Cellophane Products 

Dodae & Olcott, Inc... cece 2nd Cover 
Domestic Egg Products, Inc. .................. 45 
Dreyer, Inc., P. R. 10 
du Pont de Nemours, Inc., E. I................. 61 
Dyer & Company. B. W.. ..000.00........cccccees 40 


Economy Equipment Company 
Ever Ready Label Corp. .................... Feb. “46 
III TINIE olncisceacnnscsccicarscasenssesensens 50 


Felton Chemical Company, 

RT Rerecinkccbiiiebcactiptlgiiadacuakseobeacsnentweasiiid Feb. ‘46 
First Machinery Corp. ...................... Feb. “46 
Florasynth Laboratories, Inc. 

Fox Sons Company. Peter 
Fritreche Rrotbere, Inc. 
Funsten Co., R. E. 

Fuchs & Company 


Gardner-Richardcon Co, . 
Gaylord Container Corp. . 
Greer Compony,. J. W. .............00 4th Cover 


Handler ond Merckens 
nn ihdlanaptinianiimenniane 71 
Hinde and Dauch 

Heoton Chocolate Coe. |...............csccccssssseeees 54 
SE TIN UE GI ctinasxeaconcsnsesssccensectos Feb. 46 


Ideal Wrapping Machine Co. 
Industrial Plants Corporation 


SM I 6 -ncsitnositaonscetinnipeibn 40 
June Dairy Products Co. Inc. .......... Dec. ‘45 


amenee Peadeets Ce. .......5.0...cccscciecsssrsees: 70 
Kohnstamm, H. & Company 
Kupfer Bros. Paper Co. .................... Feb. ‘46 

















Kraft Foods Company 
Krim-Ko Company 


Lachman-Novasel Paper Co. ............ Feb. ‘ 
Land O'Lakes Creameries, Inc. ...... Feb. ‘ 
Lehmann Company. Inc.. J. M 

Long & Co., Inc., James B 

Lueders Co., Geo . 
Lynch Manufacturing Corporation....Feb. ’ 


Magnus. Mabee & Reynard. Inc. 
eee ene Feb.’ 
Marwyn Dairy Products Corp. 

Merckens Chocolate Co.. Inc. 

Midland Farms Products, Inc. ................ 
BRD GS RRs Bis TUBB). ceccecscescccccccssesccces 57 
Minnesota Mining & Mfg. Co. .......... Dec. ’ 
Monsanto Chemical Comp 





National Paper Box Manuiacturers 
Ass'n. 

National Food Products Co. 

National Ribbon Corporation 

National Starch Products Co. 

Neumann-Buslee-Wolfe Inc. 

Nulomoline Company. The 


Oakite Products, Inc. ..............cccseseeeeees 66 
Overseas Trading Corp. ................:.::000 76 


Package Machinery Company 

Pack-Rite Machines 

Penick & Ford. Ltd... Inc. ..................0000+ 56 
Pitt & Sons Co., The C. M. 

I eI BOI ecssscesssececccccsscencosees 57 
Polak’s Frutal Works, Inc. ...................++ 49 
Prestige Products Company 

Pulverizing Machinery Co. ....................... $2 


Refined Syrups & Sugars, Inc. ................ 18 
Remus & Co.. Inc., Edward . “46 
Republic Steel Corporation 45 
Reynolds Metals Company . 45 
Riegel Paper Company .................... Feb. ‘46 
Ross and Rowe, Inc. ...............cccccccceeeeee 36 


Sardik Food Products Corporation 

I BE 6. sccccsnsvsdsneenssbisteamnicsborenasce 
Schecter Sales Associates, H. V.....Dec. ‘45 
TN a csecynsscscsastniicossepiosenee 56 
Solvay Sales Corporation 

Speas Company 

Specialities Appliance Corp. .................. 44 
EE Re 8 ren 49 
SS Sr Dec. ‘45 
Sweetnam, Geo. H., Inc. ................ Feb. ‘46 
sR eae eee 47 
Sylvania Industrial 


Corporation 3rd Cover 


Taffel Bros.. 
I a i iis ahaa 


Union Pacific Railroad 
Union Standard Equipment Co. .............. 77 


Van Brode Milling Co. .................... Dec. “45 
Vacuum Candy Machinery Co. ......Feb. ‘46 


Wa BG. GORD once cc cissccscccescoconess Dec. * 
Werner, John & Sons, Inc. ...................... 48 
Al eee Jan. ’ 
Whitson Products 

PD I I, ns satsusnscsasacsesnsnnse 40 
Wood & Selick. Inc. ..................000002. Dec. “45 
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to protect 
__ Shrimps _ 


WHATEVER THE PRODUCT, versatile Sylvania 
Cellophane is on the job... guarding against 
loss of flavor, freshness and aroma. For this 








unique protective wrap combines shimmer- 
ing beauty with important functional quali- 
ties. Not only does it keep moisture out or 
in, but it also protects against air, dust and 
grease. 


Ah 


{i 
i\{ 
AN 


Today’s Sylvania Cellophane offers better 
protection than ever before. In the future 


\\ 
\ 


you can expect to see it on an even wider 
variety of products. 


, ; --and chocolate bars! 


Made only by SYLVANIA INDUSTRIAL Corporation 


Manufacturers of cellophane and other cellulose products since 1929 
General Sales Office: 122 E. 42nd St., New York 17,N.Y. * Plant and Principal Office: Fredericksburg, Va. + Registered Trade Mark 











GREER MULTI-TIER COOLER 


AUTOMATIC 





DEMOULDING 








DEPOSITOR 











\/ SHAKING 
TABLE 


PACKING 
———— 











Cc 









































8-6" WIDE BY 7'—10%" HIGH 


7] — 





530 FEET OF COOLING TRAVEL 


SOLID CHOCOLATE BAR MOULDING UNIT 


FIVE TONS PER HOUR 


Here is an automatic Greer production line — de- 
positing, shaking, cooling, and demolding that 
produces one thousand 10-pound commercial cakes of 
chocolate an hour.’This is an outstanding example of 
Greer Engineering, in a field in which Greer has 
gained world-wide distinction, and embodies the basic 
principles of continuous processing. In the main body 
of this production line is the famous Greer Multi-Tier 
Conveyor providing 530 feet of cooling travel in 
54 feet of floor space. 

This Greer production line is wholly automatic: 
the molds are locked in and do not have to be 
handled in order to release the molded cakes of choc- 


olate. All the operations, from apeins the fresh 


chocolate to unloading the finished product onto the 
packing belkt, are performed in One continuous process. 

Such a Greer unit is easily adaptable to wax, plas- 
tics, preserves, cosmetics, or other products that re- 
quire depositing in molds or jars to be followed by a 
period of heating or cooling travel. Also, a similar 
Greer production line is available for manufacturing 
smaller chocolate bars. 

Write today for free Folder M-3 for full details of 
Greer depositing, molding, and cooling machines. 


J. W. GREER COMPANY, 119 Windsor Street, 


Cambridge 39, Massachusetts. 








